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The best detergent ever built for top efficiency and economy! 


Improved in Procter & Gamble’s laboratories, Ozonite has proved better than ever in 
field tests under actual working conditions. Results show that this ready-to-use bal- 
anced blend of high titer soaps and alkaline builders gives superior soil removal, excel- 
lent whiteness maintenance and wide safety to fabrics, load after load. 


And because Ozonite is always uniform in strength and quality, even an inexperienced 
washman finds it easy to get results you'll be proud of. When the proper suds level is 
reached, he knows he’s added the right amount of Ozonite. Moreover, because of its 
balanced composition, Ozonite requires fewer rinses. 


Save time, manpower and money with the complete detergent—today’s improved 
Ozonite! Try it for 30 days. For more information, write: 


Ororctirv+4enth. Manager, Bulk Soap Sales Department P.O. Box 599, Cincinnati 1, Ohio 
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~—BISHLON 


WITH CORE OF ULTRA-FLEXIBLE, ULTRA-DURABLE 


TEFLON 


Doubly-Protected with a Covering of Flexible 
SILVERY-METAL BRAID 


BISHLON ends all your hose problems! 
It can’t leak... can’t twist... can’t kink... can’t corrode! 


Use BISHLON to put an end to downtime of your 
valuable equipment! 
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| CUTAWAY OF FITTING SHOWS 

» HOW TEFLON*® CORE |s 

» FUSED WITH METAL FITTING— ~ 

> UNDER A FORCE OF MORE THAN SPECIAL METAL ALLOY 
' 3,000 POUNDS! NO BREAKING FITTINGS, BOTH ENDS 


ULTRA - DURABLE ae 
» OR LEAKING HERE! y 


SILVERY-METAL BRAID 
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ORDER NOW— PIP PD COBO O~ 

FROM YOUR i 
Registered trademark for 

JOBBER , DuPont fivorocarbon resins 
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Gam _—sSTILL AVAILABLE ... a Bishop? all metal FLEXIBLE 
et Greatest Hose Value! BRONZE HOSE 


with BRONZE braid over flexible BRONZE core 
FOR ALL MAKES AND MODELS OF PRESSES 
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brings in the 


bundle along with 


his shirts 


(Brings you -eyAc SOOT 


results at lower cost) 


Starch shirts right, and they 
stimulate extra business. “Right” 
means with Clinton 5-L ... the 
thrifty all-purpose starch for shirts, 
linens, aprons, wash dresses and 
other family bundle work. Clinton 
5-L needs no costly additives. Just 
vary its concentration. This gives 
you a petal-smooth finish and correct 
body over a wide range of fabrics. 
Yet, Clinton 5-L costs less to buy— 
less to use. It’s so carefully 
formulated every batch is uniformly 
excellent, waste-free. Cooks in 10 
minutes after bringing to a rolling 
boil. Never builds up on presses or 
flatwork ironers, either. For fast, 
efficient family bundle production, 
nothing beats Clinton 5-L Starch. 
Try a sample on us. 


MAY WE HELP? Our Technical 
Service Division will gladly advise 
on specific problems. Just write. 


CLINTON CORN PROCESSING CO., CLINTON, IOWA 
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FEATURES... 


You con Agpena on 
HUEBSCH 














HUEBSCH ORIGINATORS 


CHOICE OF ANY COLOR 
AT NO EXTRA COST 
Choose the exact color you desire 
(a color swatch will do) and we 
will duplicate your choice. 








GAS-HEATED 
TUMBLER 


* MILWAUKEE 1, WIS. 


ONLY 37’’ TUMBLER 

IN THREE SIZES 

Only Huebsch offers choice of 
three sizes: 37’’ x 30’’, 37” x 
24"’, 37”’ x 18’. Standard or 
Coin-Metered Models. 





MAGNETIC DOOR LATCH 
for safe, sure, silent door closing. 
Modern design eliminates trig- 
gers, buttons, springs. 


SELF-CLEANING 

LINT SCREEN 

automatically cleans itself and 
deposits lint on “Magic Carpet” 
for fast, easy removal. 


AUTOMATIC 

BACK-DRAFT DAMPER 
prevents hot air and lint from 
blowing back into tumbler. Pro- 
tects pilot light, keeps surround- 
ings cooler. 


EASY-TO-ADJUST FEET 


for quick, easy leveling and 
alignment of tumblers, regard- 
less of floor slant. 


VARIABLE 
TEMPERATURE SELECTOR 


Customer chooses correct temper- 
ature setting for efficient drying 
of various fabrics. 


HIGH TEMPERATURE 
LIMIT CONTROL AND 
AIR FLOW SWITCH 


standard equipment on all models. 





READER’S GUIDE 


THE LAUNDRY JOURNAL VOL. 67, NO. 8 AUGUST 1960 


Founded in 1893 as Starchroom Laundry Journal 


f Transportation expert Henry Jennings points out the impor- 
since of beginning preventive maintenance even before you put a new truck out on 
the road. His suggestions cover the first 7,500 miles of operation 


IRCHASING: sales executive C. D. Baxstresser 
speaks for all reputable suppliers on the subject of intelligent 
buying practices as they apply to the laundry industry .. 20 





Who Said Routes Are Dying? 
How Pension Plans Can Be Used by Laundrymen I. Austin Kelly 111 18 


The Psychology of Textiles, Chapter II Dr. Ernest Dichter 22 


How's Business? 

A Progress Report on Minimum Wage Legislation 
German Laundries Plan To Double Volume 

lf You Use Petroleum Solvent 

How Women Feel About Colored Linens 
Diversification Highlights Southern Meet 
Tri-State Meet Down East 

Corrosion: Silent Thief of Laundry Piping 
Laundry Wastes Subject of Study 


An Achievement Program for the Laundry Manager 


New Products and Literature Allied Trade News 
The Issue in Brief News About People 
Editorial Obituaries 


The Button Trap Convention Calendar 
Bellew Prints Advertisers in This Issue 


Fibers and Fabrics In the Wash 
Have You Heard the Latest 


St BSC RIPTIONS: United States and Canada, $4.00 per year; foreign countries in postal union, $6.00 in advance, Single Copy : 
States and Canada, 50 cents; foreign, 75 cents. Guidebook issue: $2.00. 
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Corporation. Executive and Editorial Offices, 466 Lexington Avenue, New York 17, N. Y. Publication Office, 109 W. Chestnut 

Street, Lancaster, Pa. Volume 67, No. 8. Entire contents of this publication covered by general copyright 1960. The Reuben H 

Donneiley Corp, All rights reserved. Title registered U. S. Patent Office. Entered as 2nd class matter June 1, 1948, at the Post 

Office, Lancaster, Pa., under the act of March 3, 1879. 





Extremely heavy for long wear (7' Ibs. per doz., 
24x36 size) 


Unique 5 bar construction. Lock knitted and rein- 
forced; resists pin damage, does not snag buttons; 
ideal for easy, rapid pinning. 

Seams double-sewn; guaranteed not to open for 
life of net. 


“Gibraltarized” — Pre-Shrunk, for maximum re- 
tention of capacity and shape. 21” x 36” GRANITE 
has same capacity after washing as 24” x 36” of 
other nets. 








X marks the 
strongest point on 
the GRANITE NET.. 
the spot where most 
nets wear out first! 


*Guaranteed 742 pounds 
per dozen, 24”x36” size. 


' 


Available in white or 8 chrome-dyed colors; guar- 
anteed never to fade or bleed. 


FREE SAMPLE—send request on your letterhead. 


COLORS SIZES 


WHITE, RED, BLUE, GOLD, 14”x20” 21”x36” 
GREEN, BROWN, ORANGE, 18x30” 24x36" 
VIOLET AND BLACK 21x33” = 30"x40” 


G i e RALTAR FABRICS, INC. 


254 — 36TH STREET, BROOKLYN 32, N. Y. 


GIBRALTAR’S PRODUCTS ARE SOLD THROUGH LEADING DISTRIBUTORS EVERYWHERE 


ACGUWSt. 194-6 5 





NOW 


EXTRACT 
COMPLETE 


Extraulic Extractor’s 
high, equalized working 
pressure —A.S.M.E. 
certified for 400 p.s.i. — 
forces diaphragm bag to conform 
to shape of load, eliminates pockets 
where water might collect. 
A built-in reservoir stores water from pressure 
chamber for re-use — greatly reduces 
water consumption, eliminates 
need for separate water tank. 


Te € 


LAUNDRY 
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It’s fast, vibration-free 
and job-balanced 


with big-volume washers! 

No load splitting, no leftover work. The new 
| 225-lb. Extraulic Extractor handles complete 
pocket loads from 42” or 60” dia. Washers — 

and at rates of up to seven loads per hour. 
The Extraulic comes up to pressure in just two 
minutes, then completes extraction cycle in an- 
other six minutes. The 1824 perforations, in 
pressure chamber cover and top ring, permit 
unusually fast discharge of water from work. 
co oe 


A pressure-type extractor, American’s new Ex- 
traulic operates without vibration. No special 
foundation is required, no special wiring is 
needed. Can be installed easily and economically 
in minimum space, even on upper floors. 

With full-load capacity, the Extraulic is an idea] 
working mate for all popular size, big-volume 
washers. Hoist loading and unloading makes 
operation easy, saves time and labor. 

Find out today how you, too, can enjoy the bene- 


fits of vibrationless, big-volume extraction at 
the lowest possible cost. Ca)) your nearby Amer- 


ican representative, or mail the coupon for com- 
plete information. 


THE AMERICAN LAUNDRY MACHINERY CO., CINCINNATI 12, OHIO 


The American Laundry Machinery Co. ALM-712 
Cincinnati 12, Ohio 


Send complete information on American’s new 
225-lb. Extraulic Extractor. 

Name 
Care of 
Address. 
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FREE DEMONSTRATION KIT 

Users of Street's REP - 100 
water repellent will be able to 
obtain this counter demonstra- 
tion kit free during September 
and October, Other merchandis- 
ing aids are also furnished. 

R. R. Street & Co. Inc., 561 
W. Monroe St., Chicago 6, Ill. 


NEW 100-LB. TUMBLER 

A new 100 - pound - capacity 
laundry tumbler features a new 
cylinder design, said to give 
greater strength and _ handle 
heavier loads than its rated ca- 
pacity. 

Hammond Laundry Cleaning 
Machinery Company, Hammond 
Building, Waco, Tex. 


FOUR-WASHER UNIT 

The new Jet 4/20 is a single 
unit consisting of four 20-pound 
washer-extractors. The 
comes completely piped, wired 
and equipped with _ built-in 
drains, The washing cylinder is 


unit 


at proper height so no concrete 
slab is needed. Extraction speed 
exceeds 575 r.p.m. 

Features include 
steel wash cylinders, heavy-duty 
motors, specially designed tim- 
ers. There are no transmissions, 
no jack shaft drive, no solenoid- 
operated clutches. 

Clesco National, Inc., 
W. Flagler St., Miami, Fla. 


stainless- 


1844 


FOLD TABLE FOR COIN-OPS 

The Fold Aid layout table for 
coin-operated laundries is 80 by 
36 inches with 20 square feet 
of gold-flecked white plastic top 
surface. A table with porcelain 
sink and Maytag wringer is also 
available. 

Fitch Distributing Company 
Box 13201, Fort Worth, Tex. 


POSTURE SEAT 

Singer’s new Operator-Saver 
posture chair has a form-fitting 
adjustable back and seat to in- 
sure comfort and support. Styled 
to match the Singer Gray Line 
of sewing machines and stands. 

Singer Sewing Machine Com- 
pany, Dept. 290, 149 Broadway, 
New York 6, N. Y. 


VARIABLE SPEED DRIVE UNIT 
New Power-Ramic 407 syn- 

thetic cleaning unit, with sepa- 

rate recovery, features variable 


permitting exact 


for processing all 


speed drive 
adjustment 
fabrics. The cleaning cycle is 
automatically controlled. 

The Prosperity Company, Di- 
vision of Ward Industries Cor- 
poration, 701 Nichols Ave., 
Syracuse 1, N. Y. 


NEW MULTISTOP ENGINE 

New Golden Missile 6 engine 
is said to offer higher speeds for 
longer routes, heavier loads over 
rough terrain. The multi-stop 
engine is available for all new 
Divco truck models up to 12,000 
pounds G.V.W., may be used as 
a replacement in older models. 

Divco - Wayne Corporation, 
22000 Hoover Rd., Detroit 5, 
Mich. 


SHIRT MARKING SYSTEM 

Key-Tag Lot Control allows 
use of the small lot system. Pins 
are placed in the shirt’s bottom 
buttonhole, contain mechanical 
checking feature. Each bundle 
is assembled on a separate Key- 
Tag arm that accepts only the 
correct pins. 

Key - Tag Checking System 
Co., 6509 Hough Ave., Cleve- 
land 3, Ohio. 


GARMENT CONVEYOR 

Rotorail, a patented garment 
handling system, uses the re- 
volving-screw principle to move 
loads to any destination at any 
speed up to 25 feet per minute. 
Garments on coat hangers or 
loads on hook-type hangers may 
be placed on the spiral at any 
point. 

Philips & Davies, Inc., Ken- 
ton, Ohio. 


NEW BOILER FEEDER 
The new H T Boiler Feeder 
elimination of conden- 


Preheating of 


claims 
sate flash 
make-up and condensate in a 
special reservoir tank to deaerate 


loss. 


feedwater. 
Continued on page 10 
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For further information or literature write the manufacturer on your business letterhead, mentioning THE LAUNDRY 
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Quality washing heads the list of how to 
attract greater sales volume. Spanking 
clean, whiter whites and brighter colors are 
results you can count on when your soap 
builder is Metso basic silicate. 

Metso’s soluble silica component speeds 
up washing by removing more soil and 
preventing its redeposition on the clean load. 

You will be doubly pleased—with im- 
proved test bundle reports as well as 


overall cost reductions. 








METSO ANHYDROUS, anhydrous sodium metasilicate 
METSO GRANULAR, sodium metasilicate pentahydrate 
METSO 99, sodium sesquisilicate 

METSO 200, sodium orthosilicate concentrated 


METSO DETERGENTS <4* 


AUGUST, 











Continued from page 8 


H. T. Boiler Feeder Co., 
P. O. Box 362, Phoenixville, 
Pa. 


COIN-OP WATER SOFTENER 

The new Universal Super 
Highflow Commercial Water 
Softener features a high service 
flow rate for coin-ops, heavy- 
duty steel tanks, automatic 
bypass during regeneration, au- 
tomatic backwash control, four- 
position multiport valve, adjust- 
able table-timer clock, and 
lifetime high-capacity softening 
mineral. 

Universal Water 
Company, Geneva, Ill. 


Softener 


COIN-OP IRONING EQUIPMENT 

Iron-A-Way Pressing Cabinet 
is a coin-operated 14-by-45-by- 
7-inch open-face cabinet with 
enamel finish. A perforated steel 
ironing board extending 42 
inches from the wall is covered 
with flameproof silicone-treated 
cover and pad. 

Iron-A-Way 
326, Peoria, Ill. 


Box 


Company, 


MENDING TAPE 
Iron-On Fabric Mending 
Tape is now available in a com- 
mercial size spool holding 50 
yards of material. Widths are 
1% inches and 3 inches, range 
of 13 colors. 

Lucas Products Corp., 3839 
Seiss Ave., Toledo, Ohio. 


NEW RETURN SYSTEM 

New Fulton Return System, 
Model A-100, is designed for 
use with boiler from 1 
through 4 horsepower at 100 
p.s.i. It comes completely as- 


sizes 


sembled and has an oversize 
16-gallon tank. 
Fulton Boiler Works, Inc., 


P. O. Box 122, Pulaski, N. Y. 


HORSEHIDE WORK GLOVES 


New work gloves have flesh 
split horsehide palm and washa- 


ble and drycleanable cuffs. 
Horsehide is said to withstand 
more soaking, drying and higher 
temperatures than cowhide. 

Riegel Textile Sales, 260 
Madison Ave., New York 16, 
N. Y. 


TEFLON FLEXIBLE HOSE 

Bishlon is a new flexible steam 
hose connector with a heavy- 
wall Teflon core, metal braid 
and special alloy fittings. 

Teflon is a Du Pont fluoro- 
carbon resin said to be unaffect- 
ed by continuous contact with 
steam while offering little re- 
sistance to flow. 

Bishop Freeman Co., 
Foster St., Evanston, IIl. 


1600 


REFLECTIVE INSULATION 

Alfol aluminum-foil reflective 
insulation is intended for use 
where no permanent ceiling has 
been installed. Aluminum-foil 
layers are said to reflect 97 per- 
cent of radiant heat while 
blocking heat by convection and 
increasing illumination. 

Reflectal Corporation, 200 S. 
Michigan Ave., Chicago 4, IIl. 


LUBRICATOR CATALOG 
Condensed Catalog X-135 
lists a variety of the manufac- 
turers most widely used lubri- 
cating equipment. Includes 
drawings, tables 
and descriptive literature. 
Oil-Rite Corporation, 2334 
Waldo Blvd., Manitowoc, Wis. 


specification 


LINT REMOVER 
Scotch brand lint 
are 3-by-4-inch pads covered 


removers 


with a liner when not in use. 
Reusable, the pads are slipped 
over the hand to remove lint. 

Minnesota Mining and Manu- 
facturing Co., 900 Bush Ave., 
St. Paul 6, Minn. 


MULTIPLE COIN CHANGER 

The Avenco Multiple Coin 
Changer has a capacity of over 
$200 in change. Deposited coins 
are automatically sorted by types 
into bins. Separate removable 
plug-in mechanisms stack nick- 
els, dimes and quarters. A full- 
length safety lock prevents 
pilferage. 

Avenco, 740 Washington Ave. 
N., Minneapolis, Minn. 


MOBILE RADIO SYSTEM 


Aerotron Model 6N100 pro- 
vides 100 watts of power out- 
put for VHF-FM mobile radio 
systems. Unit consists of a ta- 
ble-top console housing a re- 
ceiver and transmitter, may be 
operated from auto storage bat- 

Continued on page 71 
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9 easier to put on 
BUTCHER S easier to take off 
easier to maintain 
...at’s equipped with 
FROCK = i Stainless Steel ' 
GRIPPER 


Snap Fasteners ae 





Front opening has Stainless Steel Cuffs have Stainless Steel 
GRIPPER Snap Fasteners for extra GRIPPER Snap Fasteners for 
customer convenience easy individual adjustment 


Here’s a new kind of Butcher’s Frock. It has Stainless Steel GRIPPER Snap 
Fasteners on the front opening and cuffs. They’ll help you save time and 
money—no more buttons to replace or button holes to mend! And—most im- 
portant of all—they’ll keep your customers satisfied with your service. Stain- 
less Steel GRIPPER Snap Fasteners are virtually indestructible. They’re not 
affected by bleaches and other chemicals used in the laundry—will last the full 
life of the frock they’re on. It will pay you to get all the facts on efficient, 
cost-cutting Stainless Steel GRIPPER Snap Fasteners , 

now. Write: SCOVILL Manufacturing Company, | 

Laundry Section, Waterbury 20, Connecticut. 


GRIPPER Snap Fasteners ... the closure that keeps your customers y ¥ happy 
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The issue 
in brief 


Colored linens 


represent only 19 percent of the total sheet inven- 
tory found in American homes. Oddly enough, a 
survey by the Vat Dye Institute reveals that women 
do not buy colored sheets for themselves because 
they feel they are more expensive. But most think 
they have gift possibilities. These and other findings 
suggest advantages of colored work for home linen 
rental service. 


Truck maintenance 


should begin with a preliminary inspection before a 
new vehicle is put on the road. (It may save a lot of 
grief.) Other suggestions on preventative mainte- 
nance are given to cover the first 7,500 miles of op- 


eration. 


Engineering highlights 

include a study of causes of corrosion in laundry 
piping systems./And a report of New York State’s 
study on the removal of detergent from waste wa- 
ters. Synthetic detergents are finding their way into 
ground water supplies and laundries are said to be 
one of the primary sources of this form of con- 
tamination. 


Continued features 


from last month’s issue include Dr. Dichter’s “Psy- 
chology of Textiles,” and I. Austin Kelly gives case 
histories to show how pension plans can be modified 
to suit the needs of a plantowner interested in them. 


German laundries 


are going all out to meet growing home washer com- 
petition. This year some $33 million will be spent by 
the industry on modernization and new processing 
methods. Within the next five years, the industry 
hopes to double its present volume of business. 


Route business 


is still the backbone of the laundry industry. In spite 
of rising distribution costs, 93 percent of the re- 
spondents to LJ’s nationwide Motor Truck Survey 
indicate their routes are holding steady or increas- 
ing. Just over 48 percent also said they would buy 
new trucks this year. Among other facts, the survey 
reveals that trucks are operated an average of 5.1 
years before trade-in, and that it’s the plantowner, 
in most cases, who makes purchase decisions. 


Wage legislation 


We took a chance that the Senate would take no im- 
mediate action on the Wage and Hour question to 
present the status of the bills up to the time Con- 
gress adjourned for its national conventions./A 
statewide survey of laundries prompts Ohio to set a 
state minimum wage for the industry./How is the 
industry affected when state minimum goes in? 
North Carolina reports increased sales but 900 fewer 
workers since their 75 cent minimum went into 
effect January 1. 


How’s business? 


Business is good. Laundry sales were generally on 
the upswing through June. Home laundry equip- 
ment sales are running 11 percent behind 1959 fig- 
ures for the first half, which leads to speculation 
whether the losses can be attributed to fewer home 
sales or fewer new coin-op openings. 


For better buys 

in purchasing supplies: keep record of inventory, 
stock for two months operation, deal with one rep- 
utable supplier and learn the language of purchas- 
ing. These are some of the suggestions made by an 
executive of a leading California supply house. 
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Will she come back’/ 


Women select one coin-op over another for a number of reasons . . . convenience, 
attractiveness and cleanliness, But their main concern is for clothes washed 
cleanly and dried safely. They keep coming back to the coin-op that has equipment that 
works efficiently, does not break down, and is easy to operate. And Cissell Coin-Meter 
Dryers belong in that coin-op. Cissell Dryers with Hi-Lo Temperature Control 
give the right temperature for any fabric, man-made, wash-n-wear, delicate or regular. 
Controls are at eye-level, out of children’s reach. Each Cissell Dryer has built-in 
overload motor operation, overheat protection, fully automatic overcurrent safety 
controls and other important safeguards. They give excellent service, reduce 
“down-time” in your coin-op laundry. Do you want a laundry that women keep coming 
back to? Then you want Cissell Coin-Meter Dryers. Want to know more? 
That’s what your jobber’s for! 


Remember, you benefit when you use Cissell equipment... your customers do too! 


W. M. CISSELL MFG. CO., INC—LOUISVILLE 1, KY. 


Pacific Coast Office: 4823 W. Jefferson Bivd., Los Angeles 
Foreign Distributors write Export Dept.—Cable Code “CISSELL” 


Cousult Your Yobler 
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It's up to you 


We recently had the privilege of sitting in on a Coin-Op Drycleaning 
Conference sponsored by our sister publication, National Cleaner. 

The Conference brought together more than 50 equipment manu- 
facturers, suppliers, jobbers and operating drycleaners to consider 
collectively what impact coin-op drycleaning would have on the in- 
dustry. 

There were many interesting facts to be brought away from this 
full-day meeting, and these are reported at length in the August issue 
of National. Suffice it to say, however, that there was general agree- 
ment among the participants that coin-op drycleaning is coming. 
And that it will most likely affect, adversely, the marginal operators. 
The professionals who offer top-quality work and sell that service 


stand the best chance of coming out on top. 


It’s up to you 


The American Institute of Laundering will launch one of its most 
intensive membership campaigns in recent years beginning this 
September 1. 

The drive will last four months, and every available means of com- 
munication, including personal contact, will be used to insure the 
campaign's success, 

If you were not approached on the last drive, never got around to 
sending in your check, or have just recently come into the industry, 
you owe it to yourself to study the promotional literature carefully. 
AIL offers a wide range of services which can mean much to you and 
your business future. Whether you are in the family, institutional, 
linen supply, industrial, diaper or quick-service field, there are var- 
ious classes of membership to fit your particular needs. 

The Institute is now preparing a new, progressive industry-wide 
program which needs a strong united membership to get off the 


ground, By joining AIL you can help yourself and at the same time 


help broaden and strengthen our industry's stature. 


It's up to you 


The Diaper Service Industry Association has just completed a com- 
prehensive new addition to its statistical program which will finally 
answer the age-old question, “How's Business?” 

The Customer Index Program will report on both a national and 
regional basis the average percentage increase of diaper service cus- 
tomers, quarterly, comparing the current year’s figures with those of 
the previous year. 

It's a very easy matter to take part in the program. All members 
have to do is fill out the Base Period chart already provided and keep 
it up to date. 

The program is simple and helpful. But it won't work without your 
cooperation. It's up to you. 
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MAINTAIN QUALITY 


CONTROL WITH 
WYANDOTTE SERVICE! 


You get an important extra when you have Wyandotte 
products working in your laundry. This extra is service. 

Because you're his customer, your local Wyandotte 
laundry serviceman has the responsibility of helping 
you produce work that will meet your cleaning stand- 
ards. So he’s constantly busy improving quality, and 
maintaining quality and cost control for you. 

Wyandotte servicemen are carefully screened and 
selected for their practical experience in all phases of 
laundry-plant operations. They are especially trained 
in washroom technique. They can save you time and 
money in many ways—shorter washing formulas, in- 
creased production, soap savings, and cold-water rinsing, 
to name just a few. And they are backed by a complete 
line of top-quality washroom products and formulas 
that will fill your needs. 

Ask your distributor’s salesman about the Wyandotte 
serviceman’s ability to help you maintain quality con- 
trol, You’ll find convenience and confidence go hand in 


hand when he’s on the job. 


yandotte 
Chemicals 


J. B. FORD DIVISION 


Wyandotte, Michigan. Also Los Nietos, California; and 
Atlanta, Georgia. Offices in principal cities. 


SPECIALISTS IN LAUNDRY WASHING PRODUCTS 





LJ’s motor truck survey at a glance 


NUMBER OF TRUCKS ROUTE BUSINESS 


PLANTS OPERAT- 
AREA RESPONDING ING OWNED LEASED 


28 192 160 32 16 
77 686 720 138 33 
28 185 175 ) 12 
29 264 252 «15 13 
939 554 3 34 
83 85 — 8 
WEST NORTH CENTRAL 22 122 97 26 9 
MOUNTAIN 18 98 91 6 | 10 
PACIFIC ... 35 208 — | 15 
23 1,053 6 | 2 


3,430 


EVEN DOWN 


NEW ENGLAND 


M(0-ATLANTIC 
SOUTH ATLANTIC ... 


EAST SOUTH CENTRAL 


EAST NORTH CENTRAL ... 78 
WEST SOUTH CENTRAL 16 


MISCELLANEOUS . 


TOTALS 
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by LJ's MARKET RESEARCH DEPARTMENT 


RISING DISTRIBUTION costs have 
prompted many plants to open cash- 
and-carry outlets. But route sales con- 
tinue to climb and plantowners are 
still buying new trucks which promise 
them greater economy of operation. 

These facts were brought to light in 
THE LAUNDRY JOURNAL’s §re- 
cently concluded Motor Truck Survey 
in which many of you have partici- 
pated. 


NATIONWIDE SURVEY 


On June 6, 1960, a total of 3,056 


questionnaires were mailed to L) sub- 


scribers across the nation. As of July 7, 
the number of rep)ies received added 


up to 354, giving us an 11.6 percent 
return, | Approximately 10D additiona) 


replies have since been received but 
these have not been tabu)ated nor are 


they included in this report—Editor] 


The replies came from. widely 


scattered areas in sufficient number to 
offer a fairly accurate cross-section of 


route activity across the country. 
© The 354 respondents were judged 


to be the larger, more progressive 
plants since they operated a total) of 
483 plants and 660 retail outlets 
among them. They a)so emp)joyed a 
total of 22,001 persons or an average 
of 62.) emp)oyees per p)ant. 

¢ Together these plants operate 3,430 
trucks or an average of 9.6 trucks per 
plant, which is considerably higher 
than the 5.8 average estimated on the 
1954 U. S. Department of Commerce 
Census of Business. Only 10 percent of 
the respondents said they had no 


trucks. 


BUSINESS 1S GOOD 

One question on the survey asked 
the subscriber simply to check whether 
his routes were increasing, holding 
even, or decreasing. Almost 93 percent 
of those responding said their route 
business was increasing or holding its 
own. And 48.3 percent said they were 
planning truck purchases within the 
next 12 months, 

One subscriber volunteered the in- 
formation that his route sales were up 
6 percent over last year. Another said 
his firm’s business was increasing by 
“one new route every two years.” 

Route business is apparently holding 
up best in the West. There were no 
decreases reported in the West South 


AVOUST, FEO 


Central area nor in the Rocky Moun- 


tain states. And only one plant re- 


ported a decrease in the Pacific area. 


TRADE-IN POLICIES 

There was a wide difference of opin- 
ion as to how long trucks should be 
operated before being traded in. The 
answers ranged from 2 years up to 15 
and one respondent frankly admitted 
“as long as possible unti) worn out.” 

Others based service life on mileage 
and were ready to trade at the end of 
50,000 or 100,000 miles. One said 
“seven years or until the second motor 
wears out.” 

The average plant turns its trucks 


in every 5.\ years. 


WHO DECIDES? 

From all indications, the plantowner 
is the one who makes truck purchase 
decisions. At least 62 percent admitted 


that this was their responsibility. 


Another 23 percent left the decision 


up to their plant managers and six of 
the total acknowledged they had feet 
managers who were charged with this 
duty. In only one case was the route 


salesman obliged to provide his own 


vehicle. 


WHY THEY BUY 

Laundrymen are supposed to be 
notoriously price-conscious. But our 
survey indicates that there are two 
other factors that influence his de- 
cision to buy a new truck before the 
matter of price arises, 

First and foremost, 
owners are concerned with the econ- 
omy of operation. Better than one- 
third cited this as their prime reason 
for buying a particular make of truck. 

Next, they are concerned with the 
kind of service theyll get from the 
dealer and on the road, Just under 
one-third picked this as their second 
reason, 

Only 15 percent of those responding 
bought their present trucks because 
they were impressed with the initial 
cost, And only 7.5 percent said they 
were influenced in their choice by 
trade-in allowance. 

One reader told us about an in- 
formal survey he himself had con- 
ducted among laundryowners which 
bears out the findings above. His 
questions to them centered around 
make, gas mileage, body style, body 
construction, maintenance costs, etc., 
with no reference to price whatsoever. 


most plant- 


He is now replacing his fleet at the 
rate of two trucks a year, switching to 
a make which promises to give him 
approximately three more miles per 
gallon of gas. He is also switching 
from steel to aluminum bodies since 
several of his communicants pointed 
out the advantage of lighter weight, 
lower license plate cost, higher gas 
mileage and less body maintenance. 
He is so sold on aluminum bodies that 
he hopes to transfer them to new chas- 
sis when the old ones wear out. 

This interest in economy of opera- 
tion is also apparent in another little 
note from another laundry. It reads: 
“Wish American manufacturers would 
make economical small delivery trucks 
with low horsepower units,” 

Other factors that influence buying 
include: ease of loading and unload- 
ing, body design, ete. One laundryman 
said he bought the kind of truck his 
salesman wanted because he felt the 
man would take better care of it, 
Several wrote in “reciprocity”—they 


bought trucks from their customers. 


WHAT THEY BUY 

e Our subscribers were asked to iden- 
tify the trucks they owned by make. 
As it turned out, 84 percent of the 
trucks they bought were sold by three 
big name manufacturers. 

¢ Better than 63 percent of the trucks 
used by the industry are 2%-ton or 
smaller, Another 33 percent are 5-ton 
and under. 

e Exactly 80 percent are used for 
pickup-and-delivery, while the  re- 
mainder are used to service stores and 


depots. 


TRUCK LEASING 

Leased trucks represent 6.7 percent 
of the total number of trucks reported 
operating in this survey. The practice 
seems to be pretty well localized to 
the Northeast, although the idea has 
made some headway in the West 
North Central area (embracing Minne- 
sota, [owa, Missouri, North and South 
Dakota, Nebraska and Kansas). 

New York, New Jersey and Pennsyl- 
vania lead the field with 138 leased 
trucks, which is better than four 
times as many trucks as their nearest 
competitors rent in the New England 
states. 

The sum and substance of this sur- 
vey adds up to the fact that routes are 
still the backbone of the professional 
laundry industry. CC 





PERSONNEL Part 2 of a three-part series 





Last month we examined some of the 
tax-saving features of pension plans 
for management and the general fac- 
tors to be considered in selecting the 
best plan for your needs. Now let’s 
look at some actual cases to see how 
such plans can be altered to suit 
specific needs. 


1. HOW AN OWNER USED DOLLARS 
FOR A DOUBLE DUTY 

This company was interested in de- 
vising a program which would benefit 
top management. The stumbling block 
was that the owner feared a pension 
plan would tie up the firm’s cash 
position. 

Our solution to this problem was to 
design a plan which permitted the in- 
direct use of the money put into a 
pension plan so that the cash position 
remained unimpaired. Once the owner 
discovered that this was possible, 
there was no question about installing 
a plan. This program now provides a 
realistic incentive for key men to stay 
with the company, as well as furnish- 
ing tax-free dollars for the owner 
himself. 

2. HOW PENSIONS WERE COMBINED 
WITH PROFIT-SHARING 

The objective here was primarily 

one of holding onto key people who 


How pension plans can 


Case histories 
pinpoint important 


considerations 


by |. AUSTIN KELLY Iil 


President, National Employee 
Relations Institute 


were constantly being tempted by 
offers from outside firms. The com- 
pany recognized that a pension plan 
presented a logical answer, but the 
owners had heard that such a plan re- 
quired fixed deposits. They hesitated 
to commit future earnings, because 
they worried about the effects of this 
should business turn downward. 

We showed them that they were 
basing their decision on outmoded in- 
formation. As pointed out in my 
previous article, it is now possible to 
design a plan with deposits hinged to 
company profits. If profits dip, the 
deposit can be reduced or even skip- 
ped entirely. The company always has 


Keep eligibility rules tight... 


The primary reason for 

the plan is to keep the hard 
core of essential employees 
without which the company 
could not efficiently pro- 
gress, not to cover every 
little office girl whose 
primary interest is marking 
time until she gets a 
husband 


the right to make up any arrears at 
some future date or, if it desires, to 
simply reduce the pension benefits 
proportionately. Or, for that matter, 
the plan can be dropped completely 
at any point without losing everything 
put into it. 

With this objection removed, the 
company not only decided to install a 
pension plan, but a profit-sharing plan 
as well. The pension plan accounts for 
the major share of its investment, and 
is intended primarily to benefit its key 
executives. The profit-sharing pro- 
gram is set up on a modest scale to 
provide extra incentive for its lower- 
salaried people. 


3. TWO CO-OWNERS SET UP THEIR 
OWN PRIVATE PENSION PLAN 


As owners of a small cleaning firm, 
these two brothers were the only non- 
union persons on the payroll. Thus, 
while their employees enjoyed a 
union-sponsored pension plan, these 
owners were completely out in the 
cold as far as retirement benefits were 
concerned. 

They wanted to correct this situa- 
tion, but they had been told that it 
was impossible for them to have their 
own pension plan because (1) the 
Internal Revenue Service would not 
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be used by laundrymen 


approve a plan which covered only 
the owners, (2) no plan was available 
for as few as two participants. 

While the case was unusual, it was 
not as difficult as the two brothers had 
been led to believe. Under the law 
you cannot deny anyone pension 
benefits, regardless of the size of the 
company. Since these two brothers 
happened to be the only ones eligible 
for a management plan, and since 
their employees were covered under 
the union plan, they were entitled to 
all the proceeds of any plan for non- 
union personnel. 

Naturally, the plan they have now 
installed is fully deductible as a cor- 
porate expense. The result is that both 
brothers are now building a tidy re- 
tirement fund towards which the Gov- 
ernment, in effect, is paying a sub- 
stantial share. In addition, this extra 
income is tax-free to the owners as 
individuals, Their only tax will be on 
a long-term capital gains basis when 
they actually withdraw the money. 


4. HOW A NEW ENGLAND FIRM 
FOUND IT COULD AFFORD A PLAN 


This particular company had been 
“shopping” for a pension plan for 
some time. It had examined proposals 
from at least three insurance com- 
panies and a nearby trust company. 
In every case, the cost was simply too 
high. 

We were called in to review the 
various plans and make recommenda- 
tions. It took only a short time to dis- 
cover why these plans were so high- 
priced. In every instance, eligibility 
for participation in the plan had been 
set up on a very “loose” basis. In 
other words, the salesmen presenting 
the plans had included just as many 
of the employees as possible. Natural- 
ly, the more people covered, the 
higher the cost. 

We set out to right this condition 
by calling the company’s attention to 
a very vital point: one of the basic 
reasons for installing a pension plan 
is to provide for the hard core of per- 
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sons who really contribute to the com- 
pany’s success. You want to take care 
of those whose loss would be most 
seriously felt. 

The way to do this—and to keep 
costs low at the same time—is to 
make your eligibility requirements as 
tight as the Internal Revenue Service 
will permit for an approved plan. 

We started out, in this case, by 
moving the minimum age up to 30. 
This eliminated the young girls who 
were more interested in a husband 
than a pension. Then we suggested 
that participants be required to have 
at least five years continuous service. 
This shut out the job-hoppers. Finally, 
we took the age of the oldest key ex- 
ecutive, who happened to be 57, and 
made it the maximum age for anyone 
entering the plan. (You can actually 
go down as low as 55, if you wish. ) 

These new eligibility requirements 
immediately chopped a huge chunk 
off the costs. Then to reduce these still 
further, we suggested that the 40 per 
cent pension benefits include Social 
Security. The pension plan merely 
makes up the difference. You'd be 
surprised at how much this provision 
can save you! 

The result was that the plan we 
eventually designed was well within 
the budget of this concern. They now 
have a good basic retirement program 
—one which they can add to later. 

This case also points up one of the 
vital differences between an individu- 


“Tailor” plan to 
fit your company 


There are many 
differences among 
companies and a 
plan that is just 
right for you could 
be all wrong 

for another 


ally designed plan and the so-called 
stock model plans offered by the aver- 
age pension salesman. Whenever I am 
asked for advice on deferred compen- 
sation programs, the first thing I urge 
is “Start with what you want to ac- 
complish, and have a plan designed to 
do it.” 

One of the most expensive mistakes 
you can make is to choose an ill-fitting 
plan. It would amaze you to know 
how much of our work each year in- 
volves the revision of existing plans, 
simply to get the “bugs” out of them. 
Obviously, these firms would not 
come to us for such help unless they 
were seriously concerned about de- 
ficiencies in their present plans. And, 
while we are glad to perform this 
service, it always disturbs me to 
realize that, in most instances, this 
extra expense could easily have been 
avoided. 

So, if you are contemplating a pen- 
sion or profit-sharing plan, don’t fall 
into the common error of thinking you 
want a plan “just like Bill Green has 
at his firm.” Provisions which are 
ideal for his company may be com- 
pletely wrong for yours. Begin with 
the idea that it is going to be your 
plan. In this way, your chance of ob- 
taining a successful plan goes up 
manyfold. And since this method also 
enables you to eliminate the “frills” 
you don’t need (but which always 
cost extra money), it’s a sure bet that 
your plan will cost less, too! CH 





(¢élé. 


Lapa 


Are You 


Getting the 


Most for 


Your Money? 


Here’s some sound advice 
on how supply costs 

can be slashed through 
intelligent buying 


by LOU BELLEW 


TIME AND MONEY are wasted by 
most plantowners through lack of 
know-how in buying laundry and dry- 
cleaning supplies. While the average 
plant spends 8 percent of its total 
gross income for supplies, there are 
few plantowners who spend only 8 
percent of their time in making these 
purchases. 

To the harried buyer burdened with 
the endless details of running a plant, 
the salesmen’s calls are often looked 
upon as a rather unpleasant interrup- 
tion in the day’s routine. As a result, 
snap decisions based on faulty judg- 
ment in the selection of quantity, and 
perhaps quality, of the needed sup- 
plies frequently result in added costs. 

It is understandable that the aver- 
age laundryowner or drycleaner is not 
a trained buyer. Buying is an art and 
a profession in itself. Certainly few 
small plantowners can afford the lux- 
ury of maintaining a full-time pur- 
chasing agent for the sole purpose of 
saving money on supply purchases. 
But there are certain things they can 
do to plan their buying more intelli- 
gently. 
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CONTROL INVENTORY 

The logical starting point is to 
maintain a good inventory. The plant 
that runs out of a particular item, dis- 
rupts production, and phones frantic- 
ally for replacement violates the first 
principle of management. Under nor- 
mal business conditions, to run out of 
a supply is to advertise the fact that 
management doesn’t know what it’s 
all about. Wise buying implies ade- 
quate coverage for all normal needs, 
that every last little type and kind of 
supply is in the stockroom, and in a 
quantity sufficient for a reasonable 
period of time. 

A simple record of the supplies 
used, showing the date of issuance, 
should be kept. This enables you to 
keep a check on their use, and gives 
information as to the life of supply 
items. 

Since a reliable salesman calls regu- 
larly on the same day and nearly the 
same hour each time, the buyer should 
take his inventory the day before. 
Then when the salesman calls, he can 
go over the list and fill his needs in 
five minutes. The balance of the call 


can then be spent more profitably 
learning about new products and new 
ideas which the good salesman is more 
than happy to pass along. 


TAKE PROFESSIONAL ADVICE 

Reputable suppliers and their highly 
trained sales organizations are able, 
even eager, to share their buying ex- 
perience with each customer. Give 
them the opportunity to serve as your 
personal purchasing agents. 

Naturally, they have a rather self- 
ish motive—a customer who is solvent 
is a good account to have on the books. 

A customer who is well organized 
in the purchasing routine also gives 
them another advantage. A salesman 
can make only so many calls in any 
working day. Decentralization in re- 
cent years has resulted in fewer large 
plants and less big-volume buying. 
Where a salesman used to get by with 
only four or five calls per day, he now 
must make 15 to 16 calls daily to keep 
his sales volume up. 

Sixteen calls a day allows him less 
than half an hour with each customer. 
And how that half hour is spent is 
important to the supply house. Too 
few plantowners have any idea how 
much of any supply they use each 
month. Most spend their allotted time 
on a tour of the plant with the sales- 
man, kicking drums and shaking cans 
and bottles, to determine their needs. 
This is a waste of time and money for 
both. If you let him be your own per- 
sonal purchasing agent, you can go 
over your list of needs and accept his 
judgment as to your best buy and the 
quantity needed. 

It goes without saying that you 
should select your supplier with the 
same care you would use in selecting 
a doctor, lawyer or any other pro- 
fessional man. Legitimate supply 
firms refuse to hire salesmen from 
backgrounds of business failure, so be- 
ware of salesmen who bounce around 
from one company to another. Good 
salesmen remain a long time with re- 
liable firms, so select with consider- 
able care. The right salesman can be 
sort of a silent partner in your success- 
ful operation. 

One last word on salesmen: As a 
buyer, the average launderer or dry- 
cleaner is basically a “frustrated man” 
to begin with. There may be help 
problems, family problems, business 
conditions, and complaining customers 
to add to his frustration which hits a 
peak at times. These things the sales- 
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men all recognize, and they accept the 
fact that they themselves are the 
“safety valve” for a little hell-raising a 
couple of times a year. 

There is an excuse for blowing off 
a little pent-up steam occasionally, 
but it’s quite another matter when the 
buyer deliberately puts the salesman 
in the category of a “peddler” and 
makes him crawl for even the smallest 
order. Good salesmen are professional 
men, anxious to share their knowledge 
of the business with the buyer. The 
“peddler” routine dampens this urge 
considerably. 


DON’T SHOP THE MARKET 

Many plantowners buy from every- 
body under the impression that pitting 
one supplier against another guaran- 
tees their getting the best price and 
service. This approach can backfire, 
however, since it encourages salesmen 
to offer lower quality merchandise or 
present the buyer with questionable 
“deals.” This type of buyer usually 
accepts anyone with a briefcase and 
a business card as an “expert” and is 
invariably confused by the wide 
variety of advice that is given him on 
his problems. 

Actually, the consideration accorded 
any plantowner by a supplier is ex- 
actly the same as that given the plant- 
owner to his own laundry or cleaning 
customers. The two basic questions 
are: “How good a customer is he?” 


This article answers 
such questions as— 


How much of an 
inventory should 
you carry? 

‘Should you take 
advantage of every 
price discount? 

Is it necessary to 
deal with several 
suppliers to get the 
best price and 
service? 

What factors 
determine the 
price of supplies? 
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This article is based on an interview with C. D. 
Baxstresser, vice-president in charge of sales, 
Goss-Jewett & Company, a leading laundry and 
drycleaning supply house in Los Angeles, Cali- 


fornia. 


Mr. Baxstresser undertook the task of voicing 
the opinions of a great many similar supply 
firms across the country on this vital subject of 
purchasing. 








and “What are our person-to-person 
relations?” 

Suppliers, for the most part, base 

the value of an account on the volume 
of business anticipated over a period 
of 10 years. Most experienced sales- 
men can judge plant volume quite 
readily on the very first visit. 
© Some estimate the footage of hang- 
ing rails for the call office and routes, 
figuring drycleaning volume at $10 
per foot. 
® Others get a rough estimate by fig- 
uring $350 volume per productive 
employee. 
e In a perc plant a salesman can de- 
termine volume from solvent consump- 
tion, estimating 8,000 
clothes per 55-gallon drum and add- 
ing 50 percent to this if a “sniffer” is 
used, 

A closer estimate comes from add- 
ing all these factors and dividing by 3. 

Thus, even the smallest plant be- 
comes an important account when it 
will spend 8 percent of gross on sup- 
plies over a period of 10 years with 
its chosen supply firm. Certainly, no 
reputable supply house would jeop- 
ardize that potential volume of busi- 
ness for a single questionable sale. 


pounds of 


LEARN THE LANGUAGE 

In order to upgrade the buying 
habits of the plantowner for the bene- 
fit of all concerned, the reputable 
suppliers are most happy to share 
with all the knowledge they have ac- 
quired over the years in dealing with 
the industry. Price is certainly a fac- 
tor in any transaction. But price is 
determined by four main factors: (1) 
unit cost, (2) quantity discount, (3) 
cash discount, and (4) freight charges. 
A plantowner must understand what 
these terms mean before he can buy 
intelligently. 

Let’s say a plant is interested in 
buying nylon nets and see what these 
terms mean. 

Unit cost: The salesman’s price sheet 
shows that a single 21 by 33-inch 


nylon net is listed at $2.20. This is 
the unit cost. 

Quantity discount: If the purchaser 
buys more than one but less than 60 
nets, the unit cost would drop to $2.02 
per net. Buying more than one has 
thus enabled the buyer to take ad- 
vantage of the quantity discount which 
lowers the unit cost considerably. 

In this case, the price “breaks” oc- 
cur at 60, 132 and again at 276. It is 
important for the buyer to know ex- 
actly where the price breaks occur in 
order for him to buy at best advan- 
tage, because the purchase of an ex- 
tra dozen nets may get him into a 
better price bracket, For example— 


No. nets UNIT 
purchased CcOsT 


60 to 132 $1.87 
133 to 276 1.75 
Over 276 1.72 


Cash discount: Most supply firms give 
a 2 percent discount if the bill is paid 
by the tenth of the month, In the case 
of the buyer of more than 276 nets, 
this cash discount would reduce his 
unit cost about 3 cents to a figure of 
$1.69. 

While there is a natural inclination 
to take advantage of every price 
break and discount, it’s not always 
wise to do so. For instance, if a buyer 
lays in a large supply of nets to take 
advantage of the maximum quantity 
discount and lacks the cash to avail 
himself of the 2 percent cash discount, 
it will prove to be a poor buy. He 
would be better off taking the next 
lowest break. By buying fewer nets 
and availing himself of the cash dis- 
count, he would wind up paying the 
same unit cost. 

Many progressive launderers and 
cleaners operate on the philosophy 
that “if you can’t make 10 percent on 
invested capital that there is no point 
in tying up your capital.” 

One rule of thumb is “Never buy 
more than a three-month supply of 

Continued on page 62 
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Do you know... 





why women like cotton and men don’t? 
why some find silk more exciting than nudity? 


why professors wear tweeds? 


why gray flannel is synonymous with Madison Avenue? 


why linen represents the best in life? 
why synthetics haven’t replaced natural fibers? 


The 


psychology 


of textiles 


Chapter Il. In this 
issue we shall discuss 
the appeals of textiles 


by DR. ERNEST DICHTER 
President, Institute for 
Motivational Research, Inc. 


COTTON 

This most common of all materials 
is, surprisingly, growing in popular- 
ity even in this age of synthetics— 
at least among women, Our studies 
show that this popularity is due to 


the fact that women’s life goals, their 
relationship to men, as well as their 
social role, have been undergoing 
subtle changes ever since the last war. 
They are less competitive with men 
and more family-centered, and the 
trend is toward a more balanced rela- 
tionship between the sexes. 

Cotton has the ability to express 
many of these changes. Women tell 
the hand, that cottons 
seem “chaste” and “innocent” — 
“fresh,” “clean,” “cool.” “They give an 
appearance of inner calm” and “un- 
ostentatious confidence.” On the other 
hand, they speak of cottons as “very 
feminine,” “attractive,” “sexy in a 
quiet way.” 

The “purity” appeal of cottons is 
enormously enhanced by the fact that 
women see it as wonderfully easy to 
launder, to starch and iron, to keep 
clean. 

Cottons are “soft and friendly,” our 


female respondents say, yet even for 


us, on one 


the most intimate of clothing are 
“kind of impersonal.” 

Curiously enough, men don’t share 
this enthusiasm for cotton but, on the 
contrary, they have a strong preju- 
dice against the idea of cotton fab- 
rics. Even though in practice they find 
shirts, skirts, blouses, etc., actually 
made of cotton quite pleasant, in 
principle cotton connotes to men 
“cheapness,” “shoddiness,” “lack of 
durability.” 

Partly, we find, this stems from a 
lack of awareness of the advances 
made by the textile industry in im- 
proving styles of cottons—and of the 
durability of this material. 

Partly the prejudice comes from the 
fact that where women think of cot- 
tons as soft and yielding, men think 
of them as a material — 
neither soft enough for intimate wear, 
nor “hard” enough to serve the im- 
personal functions of everyday work 
life. The increasing fashion conscious- 
ness of the American man is overcom- 
ing this prejudice so that he now be- 
gins to look for fine, soft Egyptian 
cotton, the color and pattern of Mad- 


neutral 


ras, etc. 

To sum up, here are the five ap- 
peals of cotton which offer a suitable 
basis for promotion and advertising: 

1. Cotton is friendly without effu- 
siveness or ostentation. 

2. Cotton shows innocence with 
a promise of underlying sexuality. 

3. Cotton is cool and calm with a 
promise of hidden inner warmth. 

4. Cotton is clean and pure, but 
ready to take “mussing up” if nec- 
essary. 

5. Cotton is for impersonal, practi- 
cal, everyday uses, yet it does not 
conceal the unique, special, personal 
qualities of the wearer. 


WOOL 

Wool, in contrast to cotton, is seen 
as strongly male by men and women 
alike. To be “male” in our society 
be 


means, among other things, to 


“without inner weakness’-—and wool 
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almost perfectly conveys this impres- 
sion. 

As a result, wool above all the ma- 
terials fulfills best the function of hid- 
ing inner weakness—is best for pre- 
senting the impression of unquestioned 
ability to withstand and deal with 
the rigors of the world. 

Wool, our respondents say, is “out- 
doors,” “belongs in the woods,” “pipe, 
fire, lodge, rich pine smell, man in a 
red check wool shirt.” 

Thoughts of a rigorous environment 
make respondents think of wool and 
vice versa. The two belong together, 
as “children playing in the snow, clad 
in wool snow suits.” 

While wool itself is not personal, 
nor intimate, it is a shield to the per- 
sonal and intimate—a protector that 
permits personal and intimate things 
to happen. In one of our studies, a 
respondent from Maine said, “I never 
seen it to fail. Get a man and woman 
together in a sleigh wrapped around 
with the same wool blanket and you 
can’t keep ’em from getting all over 
one another.” 

Yet wool itself is sedate, conserva- 
tive, refined despite its rough rugged- 
ness. Almost everyone thinks of Eng- 
lish tweeds in a setting of old ivy- 
covered buildings—the English coun- 
try squire or the American college 
professor. 

Because of the impersonal quality 
of wool, it serves perfectly to sym- 
bolize the group membership of its 
wearer—tweeds for university people, 
gray flannel for Madison Avenue, olive 
drab for the military. 

Men relate wool to strong emotions 
—it expresses exactly the qualities 
they wish to possess. Women, too, re- 
spond to wool warmly. 

The appeals of wool, then, shape 
up in the following fashion: 

1. Wool is masculine — strong, 
rugged, protecting, flexible and sexu- 
ally attractive. 

2. Wool’s tough exterior 
a warm, tender life beneath the sur- 
face. 


implies 


3. Wool transforms sheltered peo- 
ple into being capable of meeting the 
rigors of the great outdoors. 

4. Wool is sedate, conservative, 
cultured. 

5. Wool is a symbol of respectable 
group life. 


SILK 

Silk is at the opposite pole from 
wool. It is as feminine as wool is mas- 
culine. It is as intimate and personal 
as wool is impersonal. 

Wool connotes rugged gentility; 
silk is refined, delicate and tenderly 
gentle. Wool belongs in the rigorous 
outdoors; silk belongs in the “inner 
chamber.” Wool conceals; silk reveals. 

Silk is sexually exciting. For many 
men, far more exciting than the wom- 
an in the flesh. Again, the Bible story 
comes to mind—man’s shame at the 
appearance of his nakedness. Silk, 
however, enhances all the intimate, 
personal, warm, tender qualities of 
the wearer, while at the same time 
causing the “animal” side of naked- 
ness to disappear. 

Clinical psychologists have long 
known the role of silk for those whose 
fear of the “animal side” of their na- 
ture inhibits their sexual responses. 
Silk can become a fetish for such peo- 
ple—silk “worship” is, in fact, a sur- 
prisingly frequent “secret vice” in our 
society and is found in a great many 
otherwise well adjusted people. 

Many, many children are ardent 
silk fetishists and cannot go to sleep 
without a “piece of silk” to hold and 
rub between their fingers. (This be- 
havior does not of itself indicate any 
serious psychological disturbance. Us- 
ually, it is merely compensation for 
some slight lack of mothering or indi- 
cates some degree of lack of assur- 
ance about the real depth of mother’s 
love. ) 

Where fear of the intimate, the 
personal, the “naked,” becomes really 
strong, however, it extends to silk it- 
self and there are many men and 


Continued on page 58 


THE button 
trap 


WASHES UNDER WATER: The atomic 
submarine Nautilus is equipped with 
electric home-type washer and drier 
facilities which have been modified for 
undersea use. 


PASSING SCENE: Hale Laundry, Ltd., of 
Farnham, Surrey, England, reports the 
sale of nine acres of land which had 
once been used by the plant for dry- 
ing army blankets. 


AUTOMATIC SHORTS: Macy's department 
store hasn’t advertised it but you can 
now buy men’s underwear from a 
vending machine located in the toy 
department at the New York City 
store. 


FLAG DAY: Meaders Cleaners of San 
Francisco renewed its offer to clean 
and press all American flags. But this 
year it put the emphasis on American. 
Last year a customer turned in a 40- 
foot Nazi banner. Elsewhere a plant- 
owner lost the chance to clean a flag 
when a lady customer insisted that he 
paint the flagpole at the same time. 


COUNTER ATTACK: At Toronto a teen- 
age couple panicked and fled in a 
holdup attempt when their victim—an 
80-year-old proprietress of a cleaning 
store—rushed for the door. 


RED MATCH: A Moscow lady whose coat 
was returned minus a cuff got no- 
where in trying to get her drycleaner 
to replace it. Writing to the newspaper 
Trud for advice, she received this 
reply: “Tear off the other cuff.” 


HEAVENLY DAYS: Coin-operated laun- 
dries are everywhere. Just the other 
day someone announced the opening of 


a new one said to be the first in Angels 
Camp (California). 








FIRST HALF 1960 COMPARED WITH 1959 
WASHERS DOWN I! PERCENT 
ORIERS DOWN 5 PERCENT 
TOTAL SALES DOWN 10 PERCENT 





HOW'S 
BUSINESS? 


Sales figures released by the American Home Laundry 
Manufacturers Association raise some interesting questions: 

—Are coin-ops taking laundry out of the home? 

—Are homemakers buying fewer washing machines? 
—Or has the pace of new coin-op openings slackened? 
Unfortunately, there's no way of telling. The manufac- 
turers make no distinction between sales to home and com- 
mercial establishments. The sales of all home appliances are 

said to be down, however. 

Total sales of home laundry equipment reached their 
highest peak during 1959, During the first six months of 
1960, however, volume has dropped to the 1958 level. 
Washer sales are off 11 percent and driers are down 5 per- 
cent. 

The manutacturer’s explanation: “Factory sales were down 
more than estimated retail sales for the first half indicating 
an inventory adjustment.” 


The State of North Carolina levies a one percent License 
Privilege on laundry and drycleaning gross receipts which 
incidentally provides a barometer of business activity. 

Sales, thus far, are up better than 10 percent over last 
year. Bad weather caused sales to slump below March 
1959. But a late Easter this year spurred April sales to 
greater heights. 





Laundry business trends 


New England 


New Jersey 


four weeks ended June 25 
Laundry route sales 

—5.0% more than last year 
Drycleaning sales 

—8.0% more than last year 
Total sales 

—6.0% more than last year 


New Jersey Laundry and Cleaning 
Institute 


June 4—4.0% more than last year 
June 11—1.2% more than last year 
June 18—4.0% more than last year 


June 25—5.3% more than last year 


Carruthers & Co., Boston 


New York 


four weeks ended 
June 25—0.5% less than last year 


M. R. Weiser & Co., New York 


Southeast 


June 4—4.0% less than last year 


J. R. Wilson & Co., Atlanta 
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Legislation 





A progress report on state and federal 


Minimum wage legislation 


1. Federal Wage and 


Hour Law still pending 
At this writing proposed revision of the Federal Wage 


and Hour Law is still up in the air. 

As Congress adjourned for its national political conven- 
tions the laundry industry’s status was also in doubt. 

—The House of Representatives passed the Ayres Kit- 
chin Bill which did not change the laundry industry ex- 
emption under Section 13-A-3 of the Fair Labor Act. 

Through the efforts of the American Institute of Laun- 
dering, the National Institute of Drycleaning, the Linen 
Supply Association of America and others, our exemption 
was retained. Coverage extends only to those retail estab- 
lishments with five or more outlets in two or more states. 
Those who are covered by this clause would be subject to 
a minimum wage increase from $1.00 to $1.15 an hour 
under the Ayres-Kitchin Bill. 

—The Senate Labor Committee reported out a bill rais- 
ing the minimum wage from $1.00 to $1.25 to be made in 
gradual stages over a three-year period. The same bill 
would extend coverage to laundries under the same owner- 
ship whose total sales equal or exceed $1,000,000 a year. 

Party-wise, the “liberal” Democrats want to boost the 
minimum to $1,25 an hour and extend coverage to 3.5 mil- 
lion more persons. Republicans, on the other hand, still 
think the legislation goes too far and want the revised min- 
imum to stop at $1.15 with coverage extended to no more 
than 1.4 million more persons. 

The decision now rests with the Senate. Whether it will 
honor our exemption is still not certain, This is an election 
year and renewed efforts may be made to push through 
measures which will secure popular support for the candi- 
dates seeking office. 

Once again laundrymen must exert all the influence 
they can muster to convince the Senators our exemption 


should be retained. 








2. Ohio to raise 
laundry workers’ pay scale 


Laundries in Ohio can expect to get a state-enforced 
minimum wage hike this year even if the Federal battle is 
won. The current minimum is 27% cents an hour, set in 
1934. 

A statewide study of industry wage-hour practices 
prompted Industria) Director Margaret A. Mahoney to as- 
sert the results showed the need for a new minimum. 
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Here are some of the highlights of the survey concluded 
in February as reported in Cleveland’s Plain Dealer: 

—35.1 percent of all workers in the laundry industry re- 
ceived less than $1 an hour. 

—Among women and minors in the industry, 39.1 per- 
cent were paid less than $1 an hour; 26.9 percent under 90 
cents and 4.7 percent received less than 75 cents an hour. 

—The 1,003 laundries studied in Ohio’s 79 counties paid 
rates from 48 cents to $4.50 an hour. 

—While women outnumber men in the industry six to 
one, they received an hourly rate 24.1 percent lower than 
the men’s, 

A nine-member wage board has been appointed to study 
the industry and set the minimum hourly rate. State law re- 
quires that the board include three representatives of the 
industry, three spokesmen for the workers and three mem- 


bers of the public. This board will hear testimony for and 


against setting a new minimum wage. 


3. State wage law’s effect 
on North Carolina laundries 


The State of North Carolina passed a wage law which 
went into effect January | of this year setting the minimum 
at 75 cents an hour. 

In the first four months for which figures are available 
these have been the results: 

Laundry and drycleaning plants in the Tar Heel state in- 
creased wages and vol of busi And, at the same time, 
reduced the ber of workers and the hours worked. 

—Figures released by the State Department of Labor 














show the industry pays an average of 90 cents an hour 
against 76 cents an hour a year ago. 

—The total volume of business (based on sales tax re- 
ceipts) for the first four months of 1960 is 10.7 percent 
ahead of the first four months of 1959. 

—However, laundry and cleaning employees worked an 
average of two and a half hours per week less during the 
same period, And the laundry and cleaning service estab- 
lishments used an average of 900 fewer employees per 
month under the State Wage Law than they did in 1959, 

“The reduction in the number of workers,” says Charlotte 
Jaundryman E. L. Stalvey, president of the North Carolina 
Association of Launderers & Cleaners, “has been made by 
discharging inefficient employees not worth 75 cents an 
hour and replacing them with fewer and faster employees 
using new and more efficient machinery, This, unfortunate- 
ly, has worked a hardship on marginal workers as increased 


welfare costs show.” 
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Many of Germany's 18,000 laundries are modernizing to meet the growing threat of 
home washer competition. Professional plants now serve 25 percent of the population 


New processing methods are being explored. The Laundry, Drycleaning and Dyeing Fair 
which took place at Frankfurt last June attracted 198 exhibitors 


FRANKFURT (UTPS) In 1959, 
when 4 percent of the 18 million Ger- 
man households bought washing ma- 
chines, laundries served 25 percent of 
the population. The sale of washing 
machines is now rising even more 
sharply, yet the German laundry in- 
dustry says that within five years it 
hopes to serve 50 percent of the popu- 
lation. How do they plan to accom- 
plish this? 
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The answer, according to Germany’s 
International Laundry Association, lies 
in better service through moderniza- 
tion and new processing methods, This 
will entail a $33 million investment in 
1960. 

Although 31 percent of all house- 
holds do own washers or have “wash 
kitchens,” e.g., a room fitted with tubs 
where wash can be boiled, they still 
take a great deal of their wash to the 
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German laundries 


plan to 
double volume 


Research plays 
vital role in 
industry's program 


local laundry. About 20 percent of all 
householders have shirts laundered, 
and 75 percent of the customers want 
their laundry finished. 

A relatively high percentage (45 
percent) of wash is taken to laundries 
by households with the smallest in- 
comes (under $95 per month). This is 
accounted for by the fact that these 
householders have no room for doing 
their own laundry. For economical 
reasons, the proportion drops with 
larger families. In the higher income 
brackets, 60 percent send their soiled 
bundles out. 

Only part of the investment pro- 
gram involves modernization with the 
new line of cleaning and finishing 
machines. 

e Laundries are also sending person- 
nel to work for six-month periods in 
synthetic fiber-making plants, to learn 
how better to cope with problems in 
cleaning the new materials. 

e German laundries employ a total of 
14,000 persons in 230 research com- 
panies, to find better and safer wash- 
ing and cleaning methods. 

e In addition, clothing manufacturers 
have been urged to mark their prod- 
ucts with exact washing instructions. 
e German laundries are also making 
their services more attractive with 
special offers such as a “netwash,” 
where up to 17% pounds of laundry 
is put into a net to be washed and 
extracted at moderate cost. O10 
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lf you use petroleum solvent... 


These tips will get you best results at greater profit 


WHILE THERE HAS BEEN a big 
swing toward synthetic solvent, petro- 
leum products still do the bulk of 
cleaning. Regular Stoddard, 140°F 
and the new quick-drying solvents are 
used in two out of three plants today. 

Since they carry such a large share 
of the work load, a discussion of their 
use is timely. Proper maintenance of 
the solvent itself as well as the equip- 
ment in which it is used can save you 
money. In addition it can insure good 
customer acceptance of the work you 
produce. 

Even though the manufacturers of 
solvents take every precaution for 
quality control, they cannot prevent 
contamination that might occur in 
your plant. How you use the solvent 
is beyond their control. That applies 
whether you use synthetic or petro- 
leum. 

Trouble can even occur between 
the refinery and your plant. Some 
careless tank truck driver may occa- 
sionally forget to flush the compart- 
ment after using the truck to deliver 
some other product. 

Contamination can start by putting 
fresh solvent into dirty storage tanks. 
Faulty distillation practices can bring 
this about. Failure to change the 
moisture separator rags regularly is one 
of the chief reasons for trouble. 

Dirty filter screens, washers, the 
lack of regular additions of activated 
carbon are other reasons for solvent 
contamination. So, outside of the rare 
case of improper solvent delivery, the 
responsibility lies with the plantowner. 
@ Here are some suggestions to re- 
duce spotting and finishing expense, 
and to keep customer goodwill. One of 
the leading petroleum firms recom- 
mends that tanks be cleaned at least 
once a year, preferably twice. Proper 
procedures can be obtained from your 
solvent distributor or your detergent 
supplier. 

[We have a nine-step procedure 
that we will be glad to send you, free 
for the asking. Just drop a line to the 
editor. | 
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© To supplement this cleaning rou- 
tine, but not to replace it, here is an- 
other idea to keep tanks in better 
shape. Drain about 10 gallons from 
the dump tank each morning. If un- 
derground tanks are used, the 10 gal- 
lons should come from the bottom 
suction line. In the case of overhead 
tanks, the solvent should come from 
the drain valve at the bottom of the 
tank. 

This practice slows down rancidity 

caused by dirty water at the bottom 
of the tank. Other impurities cling to 
the sides of the tank. Their removal 
requires boiling, the only way it can 
be accomplished. 
e Filters need the same careful atten- 
tion as the tanks. Most petroleum 
plants use flat or tubular metal screens. 
The screens should be taken out once 
or twice a year and boiled in caustic, 
in a manner similar to the tank clean- 
ing procedure. 

Again the correct procedures are 

available from the manufacturers or 
by writing to us. Our prime purpose 
in this article is to remind you of the 
importance of good maintenance prac- 
tices. 
e Improper distillation procedures add 
to the problem. Point one is that stills 
should always be run at their rated 
capacity. Each still is designed with a 
certain volume area for vapor. If the 
vapor is pushed through this area at a 
greater velocity than the designed 
factor, there is a good chance for 
carry-over of impurities. 

Condensers are sized to match the 
still’s capacity. Pushing the still will 
cause the condensate to come over 
too hot and then water is wasted to 
solve this problem. With today’s high 
water rates and sewer taxes, this loss 
can be considerable. 

The water temperature on the dis- 
charge side of the condenser should 
be about 170° for maximum efficiency. 
Practically all stills are equipped with 
a thermostatically controlled valve to 
keep this temperature constant. If 
vour still doesn’t have one, install one 


immediately. It will improve the effi- 
ciency of the unit and save you water. 

The first and last parts of the dis- 
tillate should be diverted back to the 
dump tank to avoid contamination in 
the clean storage tank. Then, too, the 
rags should be washed thoroughly 
after every six hours of distillation. 

There is considerable controversy 
over whether or not the rags should 
be put back into the separator damp 
or dry. That’s a moot question, but 
one point on which there is complete 
agreement is that the rags must be 
clean. 

The heater tubes of the still must 
be kept clean, too. To check their 
condition the cleanout cover should 
be removed monthly. If this is done 
regularly, any small accumulation of 
residue can be easily removed with a 
steam-water jet or a small jet of steam 
played against the tubes. If the tubes 
have been neglected, it will probably 
be necessary to boil the tubes in caus- 
tic as recommended by the manufac- 
turer of the unit. 

e And don't forget that daily treat- 
ment of your solvent with activated 
carbon. It’s a cheap investment and 
helps you produce top quality clean- 
ing. 

@ Extraction and tumbling procedures 
enter into your cost picture and affect 
quality, for good or bad, as well. Un- 
der-extraction wastes solvent up the 
flue. It also means longer tumbling 
and more mechanical action on the 
garments. Over-extraction can cause 
finishing problems. 

If you don't have an automatic 
timer, an inexpensive unit should be 
purchased. Be sure to check with the 
equipment manufacturer and the de- 
tergent maker on their recommenda- 
tions for the extraction cycle and then 
follow their advice. 

e Another point; your tumblers 
should have temperature controls. 
They avoid human error and eliminate 
costly claims, All these ideas add up 
to greater customer acceptance, and 


more profits. OD 





Marketing 


How women feel about colored linens 


National survey provides useful information 
to linen suppliers contemplating home service 


THE VAT DYE Institute, nonprofit 
association of American dyestuff pro- 
ducers, recently concluded a_nation- 
wide survey to discover how home- 
makers feel about the use of colored 
sheets, pillowcases, towels and table- 
cloths. The results are being offered 
freely as a service to the domestics 
industry. 

Perhaps one of the most interesting 
findings was the extent of customer re- 
sistance to colored sheets. While most 
women regard them as suitable gift 
items for others, relatively few bought 
them for their own use. 

But don’t let this scare you. The 
Linen Supplier who studies the psy- 
chological factors that cause this 
resistance will readily see these objec- 
tions can be turned into most construc- 
tive sales points for colored sheets in 
home linen rental service. But to get 
on with the survey— 


MARKET POTENTIAL 

A huge potential market exists for 
colored sheets and pillow cases among 
users and nonusers. 

Primary among statistical facts re- 
vealed is the finding that hardly one- 
third or 36 percent of America’s home- 
makers have ever bought colored 
sheets (including solid shades or fan- 
cies). These represent just 19 percent 
of the total sheet inventory; colored 
sheets are found in 47 percent of U. S. 
homes. Most homemakers, 64 percent, 
have never bought any colored sheets 
for their homes. Thus, white accounts 
for 81 percent of the total sheet inven- 
tory. 

In addition, it was learned that in 
only 8 percent of all U. S. homes does 
color constitute more than half of sheet 
inventory. In half of color-owning 
homes, color is a relatively small pro- 
portion—25 percent or less—of sheet 
inventory. 

The significance of these figures to 
the domestics field, the Institute points 


out, is shown by the further fact un- 
covered that the average inventory of 
32 sheets in “color-oriented” house- 
holds is 18 percent higher than the 
comparable average of 27 sheets and 
cases found in “white-oriented” homes. 
This percentage difference is a meas- 
ure of the sales increase possible— 
actually more than 150 million sheets 
in 52 million homes of the U. S.—by 
overcoming resistance of “white only” 
housewives through the appeal of 
color, the Institute reports. 


WHITE VS. COLOR 

To determine the underlying reasons 
for the apparent lag in acceptance for 
color in domestics, The Vat Dye Insti- 
tute first ordered a series of prelimi- 
nary studies conducted in 1959 by 
Consumer Behavior Research Associ- 
ates. Using motivation research meth- 
ods in depth interviews of a repre- 
sentative group of 167 housewives, it 
was learned that receptiveness to color 
is strongly influenced by certain psy- 
chological factors that cut across class 
lines, age brackets and other classifica- 
tions. 

Chief among these factors is the 
“deep symbolism” found in the percep- 
tion of white as a color or “absence of 
color” in consumers’ minds. For exam- 
ple, white-oriented women see white 
as being cleaner, more sterile and 
pure; and any color to them is by 
definition a masking of white. Color- 
oriented women, on the other hand, 
see white as a possible useful decorator 
color, and do not think white is neces- 
sarily cleaner than color. 

Interestingly, preliminary research 
revealed that the psychological factors 
leading some women, the “color re- 
sisters,” to reject color in sheets do not 
carry over to towels or tablecloths. In 
fact, says the Institute, color accept- 
ance in these domestic items is prac- 
tically universal, and they were there- 
fore dropped from further study. 


A third major factor tending to in- 
hibit acceptance of color in sheets is 
related to consumers’ habits of thrift 
and frugality. Thus, it is shown the 
color resisters buy sheets less fre- 
quently and in smaller quantities, and 
only when their current supply is worn 
out. Color accepters are shown to be 
more generous spenders, willing to try 
new products, maintain larger sup- 
plies. 

These and other detailed findings of 
the initial motivation study served as 
a basis for a group of hypotheses for- 
mulated and put to test by The Vat 
Dye Institute through a statistically 
valid nationwide survey. It was carried 
out by W. R. Simmons & Associates in 
interviews with 2,000 women repre- 
senting an accurate cross-section of the 
population, and the results are said to 
be about the same as would be 
achieved by a complete census. 

In addition to the national statistical 
averages concerning sheet inventories 
and buying practices, the survey high- 
lights such facts as: 

—Housewives in the 30’s and 40's 
are more apt to buy color than younger 
or older women; 

—Color acceptance rises moderately 
with income scale; 

—Most popular sheet and pillow- 
case colors (apart from white) are 
pink, blue, yellow and light green, 
with lavender fifth; 

—High school or college educated 
women tend to be somewhat more re- 
ceptive to color; 

—Color acceptance is greatest in 
the South, least in the Midwest, about 
equal in the Northeast and West. 


WOMEN FEAR FADING 


Probably the most important practi- 
cal obstacle to color acceptance in 
sheets indicated by the Institute sur- 
vey is the prevalent consumer opinion 
that colored sheets will fade in wash- 
ing. Seven out of ten women who have 
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Do you know— 


>» Why women are leery about buying 
colored linens for themselves? 

> Why they choose them as gift items? 

» Which colors are most popular? 

> Where they have the best acceptance? 


never owned colored sheets were 
found to believe that colors fade, 
streak, run or change in laundering, 
drying or in regular use. In addition, 
more than half the women think that 
colored sheets represent extra trouble 
in laundering, such as the need for 
washing in separate loads or for not 
using regular bleaches. These miscon- 
ceptions are especially meaningful in 
light of the survey’s statistical fact that 
four out of five women wash their 
sheets at home, it is pointed out. 

Directly related to this is the finding 
that a large percentage of consumers 
are uninformed on the significance or 
meaning of the terms “fast colors” or 
“vat dyed,” and therefore are not as- 
sured that colored sheets can be 
washed without taking special pains. 
[Linen suppliers relieve them of this 
worry and responsibility.—Editor] 

To meet these obstacles so as to re- 
flect positively in the greater sale of 
higher-profit colored sheets, says the 
Institute, a broad educational job is 
needed. The consumer must be in- 
formed that properly dyed sheets can 
be thoroughly washed and do not fade, 
and from the psychological standpoint, 
convince them that they can get their 
colored sheets immaculately clean. 

Regarding the question of price, the 
survey indicates that women naturally 
expect colored sheets to be higher 
priced than white. Price is a major 
obstacle with the  white-oriented, 
frugal-type consumer. However, it also 
showed that many women have an ex- 
aggerated idea of the extra cost of 
color. In this respect, the Institute sug- 
gests, both mills and retailers might 
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find it advantageous to educate women 
to the fact that the price differential 
is small and is more than offset by the 
special advantages of colored sheets. 
[The real or suspected price differen- 
tial is, of course, an important sales 
point for linen suppliers.—Editor] 


COLOR PLUSES 

Other pertinent factors revealed in 
the survey, including the advantages 
for colored sheets cited by women are: 

1. Stays fresh, cleaner looking longer. 
Half the women think that white 
sheets become soiled or look ready for 
changing sooner than colored ones; 40 
percent say it makes no difference; 
only 10 percent say a colored one 
needs changing sooner. This is a dis- 
tinct sales advantage for color if han- 
dled right, says the Institute. 

2. Fashionable. Colored sheets are 
considered “smart,” “fashionable,” 
“modern,” “a change,” while white by 
contrast is often classed as old-fash- 





ioned, passé. 

3. Decorative. A great majority of 
women regard colored sheets as an 
additional element of room decor, 
often associated with emotional values, 
such as “cool, soothing greens and 
blues.” 

4. Appropriate for guest rooms. 
Most women, including nonowners of 
colored sheets, find them particularly 
suited for use in guest rooms. 

5. Suitable for children. More than 
half the women regard colored sheets 
and cases as especially suitable for use 
in children’s rooms. This was related 
to consumer ideas that children like 
color, and it doesn’t show dirt as much. 








6. Good as gifts. Three out of four 
women selected colored sheets as gift 
possibilities. 

7. Husbands don’t matter. The real 
or suspected opposition to color in the 
bedrooms by husbands is not a serious 
obstacle. Women say most husbands 
feel “it makes no difference” or “I'll 
leave it up to my wife.” 

8. Different color for different peo- 
ple. Women discriminate in selecting 
colors for specific purposes or people. 
Definite color patterns were noted in 
selections for guest room, teen-age son 
or daughter, girl or boy, gift giving. 








INSTITUTE REPORTING TO INDUSTRY 

Complete documentary findings of 
the motivational research and statisti- 
cal nationwide survey are being pre- 
sented by The Vat Dye Institute to 
domestic textile mills and retail mer- 
chandise executives. The presentation 
program includes a special film and 
booklet which have been published to 
summarize the research for the indus- 
try. 

According to James L. Naylor, presi- 
dent of the Institute, it is not the 
association’s purpose to detail mer- 
chandising programs to mills and 
stores, but rather to make concrete 
marketing suggestions of a broad 
nature for profitable use by the indus- 
try. 

The basis of these suggestions, Mr. 
Naylor reports, is summed up in the 
Institute’s research-backed _ position 
that “color is the key to profit in sheets 
and pillow-cases, including over-all 
volume as well as higher unit profits.” 

The survey on domestic products is 
the first major market study conducted 
by The Vat Dye Institute since its or- 
ganization in 1956. Devoted primarily 
to increasing and expanding the use 
of quality color in textile products, the 
Institute’s members include: American 
Cyanamid Company; Arnold Hoffman 
& Co., Inc.; Chemical Manufacturing 
Co., Inc.; E. I. du Pont de Nemours & 
Company, Inc.; General Dyestuft 
Company, Div. of General Aniline & 
Film Co.; Hoechst Chemical Corpora- 
tion; Koppers Company, Inc.; National 
Aniline Division Allied Chemical 
Corp.; Toms River-Cincinnati Chemi- 
cal Corp.; and Verona-Pharma Chemi- 


cal Corp. OO 





Diversification 
highlights 


Southern meet 


APPROXIMATELY 70 plantowners 
and allied tradesmen from five states 
heard topics ranging from wage-hour 
legislation to public relations discussed 
at the 1960 Southern Laundry and 
Cleaners Association convention in 
New Orleans June 9 to 11. 

The three-day meeting, held at the 
new Hilton Inn, got under way Thurs- 
day evening, June 9, with a cocktail 
party. Formal sessions began the fol- 
lowing morning with an address of 
welcome by Norvin Pellerin of Peller- 
in Milnor Company, New Orleans, 
and a response by Colonel W. E. Bar- 
rett of Northington Laundry, Tusca- 
loosa, Alabama. 

The convention program proper 
opened with a panel discussion of 
laundry and drycleaning plant diver- 
sification. Ed Mall of Llewelyn’s, 
Louisville, Kentucky, discussed the 
advantages of shirt sales by laundries. 
Coin-operated laundries, which were 
characterized 
stalled _ in 


as satisfactory if in- 
conjunction with drop 
stations, were discussed by Fred Thes- 
mar; coin-operated drycleaning proj- 
ects were analyzed by Dan Christen- 
son of the Institute of 
Laundering, Joliet, and “Scotch” clean- 
ing was discussed by Ed Mall. 

In a talk on sales and advertising 


American 


which closed the first morning’s ses- 
sion, Al Jordan of Sanitone Division, 


New officers of Southern Laundry and Cleaners Association, left to right: 
Frank Kean, Kean’s, Baton Rouge, La., retiring president; Merle C. 


Fraser, Sanitary Laundry and Cleaners, Columbus, Miss.,. secretary; 
P. N. Plylar, Sr., Utopia Cleaners and Dyers, Inc., Birmingham, Ala., 
president; Fred Thesmar, Loeb’s Laundry, Memphis, Tenn., vice-presi- 


dent 


Emery Industries, stressed the impor- 
tance of making it easy for people to 
do business with the drycleaning plant 
or laundry. 

The first afternoon session was de- 
voted entirely to a national legisla- 
tion forum. Participants included Cliff 
Taggart, Ideal Laundry Corp., Nash- 
ville; Ken Wey, Domestic Laundry- 
Dry Cleaners, Alabama; 
Merle Wilbur Kean, 
Kean’s, Baton Rouge. All association 
members were urged to write their 
congressmen setting forth their views 
on Federal wage-hour legislation. 

The second morning's program con- 
sisted of a “Flying Squad” public re- 
lations meeting, the fourth in a series 
being conducted throughout the coun- 
try by AIL staff members. Participants 
included Charles Smith of Capital 
City Laundry, Montgomery, Alabama, 
an AIL director; Otto Janssen of Gray 
and Rogers, Philadelphia advertising 
and public relations agency; and 
Genevieve Wisniewski of the AIL 
staff, who summarized in detail the 


Gadsden, 
Fraser; and 


Institute’s public relations accomplish- 
ments to date and its aims for the 
future. She emphasized the impor- 
tance of home counselors for individ- 
ual laundries, explaining in detail 
where to find them, how to train them 
and what to expect of them. 

The final session consisted of an 
open form discussion of plant pro- 
duction problems, with Charles Smith 
acting as moderator, and numerous 
members of the organization partici- 
pating from the floor. Bonuses and 
thorough inspections 
mended for maintaining consistency 
of quality; timeclocks, bonuses and 
penalties for reducing absenteeism and 
tardiness; aptitude tests, fringe bene- 
fits and “exit interviews” for reducing 
personnel turnover; and AIL training 
courses for instructors, to improve 


were recom- 


training programs. 

At the Saturday business session, 
new officers were elected. The associa- 
tion accepted with regret the resigna- 
tion of its long-time secretary, Henry 
Fisher of Memphis. [0 





Which way is the basket turning? 


Study the photograph for a few minutes and see if the perforated cyl- 


inder doesn’t change direction. 


Actually, this is an open-end washer-extractor and the basket revolves 
in a conventional manner. But the angle at which the photograph was 
taken creates an optical illusion so that, at times, the basket appears to 
behave like a side-loader on a perpendicular axis. 
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Tri-state meet down East 


HEAVY RAINS and the threat of tor- 
nado activity dampened the holiday 
mood of the seventh annual New 
Hampshire Launderers and Cleaners 
convention which took place at the 
Lake Tarlton Club, Pike, New Hamp- 
shire, June 24 and 25, But the en- 
forced confinement nevertheless 
proved both pleasant and _ profitable 
for the 175 registrants from the tri- 
state area of Maine, Vermont and 
New Hampshire. 

Public Relations: Gen Wisniewski of 
the AIL public relations staff opened 
the program with a two-hour session 
designed to show laundrymen how to 
feminize their businesses as recom- 
mended by Gray & Roger’s motiva- 
tional research study. She placed par- 
ticular emphasis on the selection, 
training and functions of home coun- 
selors, who are now active in almost 
every state of the union. 

Tri-staters also had the opportunity 
of meeting the industry’s new femi- 
nine representative, Anne Sterling, in 
her first public appearance since join- 
ing the AIL staff June 1. 

Marjorie Dobbs, Monarch Laundry, 
New Haven, Connecticut, also urged 
support of the industry’s public rela- 
tions program and described the suc- 
cess of the plant tours that have been 
conducted at Monarch during the past 
three years. 

Shirt Selling: Saul Arvedon, sales 
manager, The Registered Shirt Com- 
pany, pictured the retail shirt plan as 
a natural and profitable (24 percent 
net plus) sideline. He pointed out 
that the one-year guarantee and at- 
tractive price had appeal to bargain- 
conscious women who buy 80 percent 
of men’s shirts. 

Truck Leasing: Fred Sicotte, treasurer, 
P & S. Leasing Corporation, reported 
truck leasing business is doubling it- 
self every two years as more and more 
firms recognize the advantages of 
various leasing arrangements. One an- 
gle we hadn’t heard before: You can 
sell your trucks to a leasing company 
and rent them back. 

Solvent Sniffers: Harold Lewis, Lewis 
National Corporation, and Edmund 
Winterbottom, Hoyt Manufacturing 
Corporation, discussed the economics 
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President-Elect Joseph Delisle, center, re- 
ceives congratulations from retiring pres- 
ident Robert Morin, Jr., left, and Charles 
Nealand, new secretary-treasurer 


of adsorbers or “sniffers” as a means 
of increasing solvent mileage in dry- 
cleaning departments. In one case, a 
plantowner is said to have cut his 
solvent requirements from 60 drums 
per year down to 12 drums through 
the use of a sniffer. 

Equipment Leasing: Walter C. Coop- 
er, Prosperity Company, and Lou 
Corrado, Detrex Corporation, dis- 
cussed some of the aspects of equip- 
ment leasing, which is not a new idea 
in itself but is fairly new to the laun- 
dry and cleaning industry. You can 
use such plans to advantage (1) when 
you want to expand your operation 
rapidly without tying up a lot of 
money in the process, and (2) if you 
are handicapped by long-term depre- 
ciation on existing equipment. Con- 
trary to popular opinion, an applicant 
who wants to lease equipment must 
still be a good credit risk, said the 
speakers. 

Fabric Problems: Clay Hardin, chief 
analyst at the National Institute of 
Drycleaning, brought the assembly 
up to date on some of the current 
fabric problems that drycleaners are 
experiencing in their plants. Among 
them are the optical brighteners which 
turn brown from alkaline spotters; 
pure silk prints which will not with- 
stand prespotting on the wet side; 
Dacron heat stains caused by fabric 
dyes which vaporize and sublimate 
with excessive temperatures, etc. 
Sales Promotion: Charles Karas, Ste- 
phen Roger Inc., told the members 
about a new merchandising plan 
which involves the sale of long-playing 
records. The laundry or cleaning plant 











Comic Relief: Bob Samble, Belmont 
Laundry, and Russ Dale, Dale Brothers, 
both of Springfield, Mass., dramatize how 
silent partners (vandals) rob them of prof- 
its. Latter suggested coin-op rain-making 
machine as much desired supplementary 
equipment for coin laundries 


can either sell the records as a self- 
liquidating promotion or give them 
away with each $5 worth of business 
received. 

Route Selling: Nelson Brown, sales 
manager, Pilgrim Laundry, Boston, 
Massachusetts, felt that the industry 
must rid itself of questionable or un- 
ethical advertising and sales promo- 
tion lest it become subject to govern- 
mental investigation. 

His own particular approach to bet- 

ter selling is to set a goal; write it 
down; read it aloud each day; and 
give yourself a pep talk each day to 
build necessary enthusiasm. 
Clean & Steam: Win Dadmun, Royl 
Cleaners, Greenfield, Massachusetts, 
described a new service which his 
firm established at one of its coin- 
laundry establishments eight weeks 
before. Customers can get their gar- 
ments cleaned and steamed on a 
“Suzy”"—30 cents for half pieces and 
60 cents full in one hour’s time. The 
cleaning is done in a regular machine 
using plain perc. The customer writes 
his own invoice, marks the garments 
in, and pays for the service in advance. 
There’s no spotting done on the gar- 
ments, and if the customer is not 
satisfied with the job the money is 
applied towards regular cleaning serv- 
ice. 

Royl has done up to $230 a week in 
this service so far and its regular dry- 
cleaning has increased from $200 up 
to $370 per week at this outlet. But 
Win doesn’t see much future for Clean 
& Steam. 

New Officers: Joseph Delisle, Profile 
Cleaners, Littleton, was elected presi- 
dent; Harold Richardson, Lakes Re- 
gion Laundry, Laconia, vice-president; 
Charles Nealand, Cullen Cleaners, 
Rochester, secretary-treasurer. 
—Henry Mozdzer 
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asks a transportation expert... 








~ 


by HENRY JENNINGS 


Henry Jennings has spent his entire 
adult life in the highway transportation 
business. He started out with the test and 
development crew of Durant Motors when 
that company decided to produce the 
Mason Road King Truck. 

After a stint as assistant chief engineer 
of Larrabee-Deyo Motor Truck Company, 
he became the technical editor of Com- 
mercial Car Journal. Later he held the 
same post on Fleet Owner. 

A long-time member of the Society of 
Automotive Engineers, he was vice-pres- 
ident of the Society in 1957. 


PREVENTIVE MAINTENANCE on 
a laundry truck should begin before 
the truck is placed in service. It is only 
reasonable to assume that any contract 
between the buyer and seller of a 
truck would stipulate that a new truck 
be delivered in condition to operate. 
It would also seem reasonable that the 
vehicle meet the set of specifications 
that must have been outlined. 


~ 


What about 
truck preventive 
maintenance? 


He suggests... 


> maintenance begin even before a 
new truck is put on the road 


> developing your own inspection 
schedule to suit circumstances and 


environment 


> pin down responsibility for 


maintenance by requiring mechanic's 
signature on inspection sheets 


But because a new vehicle is shiny 
and smells new is no guarantee that 
these conditions have been met. A 
truck is a pretty complicated piece of 
machinery, and the only way to tell if 
it meets the conditions of the contract 
is to inspect it thoroughly. At least 
this has been the experience of fleet 
owners known to us. 

If a frequent cause of bitterness is 
to be avoided, the truck should be 
subject to an inspection at least as 
thorough as what maintenance men 
call a “B” inspection. This will take be- 
tween two and three hours. It will dis- 
close infractions of the specifications 
and the condition of the vehicle, It is 
well to have included in the contract 
a clear-cut statement regarding the 
disposition of charges for contract vio- 
lation. 


CASE HISTORIES 


In suport of this contention that 
truck operators should be precise in 


their knowledge of vehicle condition 
before a new truck is put in service, 
there follows a list of mishaps that 
occurred during the past year, All of 
these happened on new trucks and all 
of them could have been avoided, if 
the trucks had been inspected. 
e During last February an expensive 
truck was delivered. During March the 
ethylene antifreeze leaked from the 
cooling the 
simply because the cylinder head bolts 
had 
value with a torque wrench. Glycol 
when exposed to mineral oil forms a 
quick-setting and tenacious adhesive. 
The result was that the engine seized 
and the truck had to be towed in. 
The truck was out of service for one 
month during the ensuing arguments 


about who was at fault. In the end it 


took about 25 hours to dismantle the 


engine and clean it with 


About $10 worth of new parts were 
required. 


system into crankcase, 


not been tightened to proper 


solvent. 





@ One large fleet accepted 30 trucks 
and put them into service with only 
a cursory examination. On the first day 
of operation one truck lost a front 
wheel and had to be towed in with a 
damaged steering knuckle. 

On the third day another truck lost 
a front wheel and the wheel rolled 
free, striking a pedestrian. There 
followed an immediate inspection of 
all front wheels; an examination of 
parts showed that both front wheels 
came off from lack of cotter pins in 
the castellated nuts that hold the 
wheels on. 

Going through the rest of the trucks 
the shop found a front wheel set of 
bearings destroyed because they had 
been assembled in place without a 
trace of lubricant. 

e Another fleet sent a new truck out 
on a long run with a serious oil leak 
due to the absence of a rocker arm 
cover gasket. Before the truck re- 
turned home the bearings were seri- 
ously impaired and there was other 
damage. A rebuilt engine in a new 
truck is hardly a happy solution. 

e In two cases trucks were delivered 
without thermostats in the cooling 
system. Their absence was not de- 
tected until the “B” inspection some 
7,500 miles later. It is particularly 
hard to estimate the cost of the accel- 
erated wear in the engine caused by 
operating at low temperature. How- 
ever, it is safe to say that the two 
engines would not deliver the mileage 
built into them and which the operator 
has a right to expect. 


e The number of times that exposed 


and unsecured wiring has failed is so 
great that no one can keep count. In 
one case wiring dropped sufficiently to 
interfere with the steering drag link 
which severed it on the first sharp 
right turn. 

In all cases of premature and un- 
necessary failure, it is not the cost of 
rescue and repair that is so important. 
It is the loss of truck time and the 
failure to provide service to the cus- 
tomer, who has little interest in me- 
chanical failures, except in his own 
car. 


IN YOUR OWN GARAGE 

Where the laundry operator has his 
own automotive shop and his own 
mechanics it is relatively simple to 
make sure of a competent and thor- 
ough new truck inspection. He has the 
new truck inspected by his own em- 
ployees, who are responsible to him 
for the way they spend their time and 
the quality of their work. 

In order to guide them he should 
have a formal inspection sheet not only 
for inspections on new trucks but for 
periodic inspections of the same nature 
during the truck’s life. The sheet 
should provide not only a list of items 
and parts to be inspected and ad- 
justed, but also space for checking 
each item inspected with a pencil, and 
a line for the signature of the inspec- 
tor. 

Never underrate the value of a signature 
on the inspection sheet. It pins down the 
responsibility and the date for the inspection, 
When a mechanic knows he is signing for 


the record, he is careful. 


Wa, | 
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“I’ve seen a heluva lot of poems lovelier than thee!” 


OUTSIDE SERVICE 

In cases where the laundryowner 
does not have his own shop he must 
depend upon mechanics who work pri- 
marily for someone else. Very often the 
mechanic’s responsibility is to the ven- 
dor who sells the truck. This is not an 
unsurmountable situation. 

When a truck is delivered the customer has 
a right to see the detailed check sheet the 
mechanic used when he prepared the vehicle 
for service. 

This does not refer to a simple work 
order—it means an inspection sheet of 
“B” inspection completeness. Some 
manufacturers provide them but it ap- 
pears that dealers seldom use them. 

If the vendor does not have or use 
such a detailed sheet the buyer can 
submit his own and insist that it be 
used, signed, and a copy delivered to 
him. Many operators of large fleets do 
this. Some of them even pay modest 
amounts over the price of the truck 
for the inspection which they demand 
before delivery. Some owners of large 
fleets with the problem of taking de- 
livery of trucks in scattered locations 
will not accept new trucks on their 
own property until a company inspec- 
tor has visited the vendor’s shop and 
subjected the vehicle to the operator's 
inspection. 


OPERATING EXPECTATIONS 
Starting the truck out right is per- 
haps the most important single thing 


the shop can do. When it is done and 
the truck goes about the work it is 


supposed to do, what may be expected? 
@ The truck should run about 2,500 
miles with very little attention aside 
from the daily care which consists of 


gassing, checking the oil, visual obser- 
ration and checking with the driver. 
The first 2,500 miles may require a 
little shakedown attention but this 
should be of a minor nature. 
@ At about 2,500 miles the truck will 
require lubrication. During this work 
an excellent opportunity of observa- 
tion is at hand. This observation and 
checking usually make up the “A” in- 
spection. It should take about two 
hours, including the lubrication. 
Experienced fleet operators differ 
sharply on the mileage intervals be- 
tween inspections and also on the 
amount of inspection to be performed 
when the period for inspection arrives. 
This is as it should be. The differences 
are caused by varying severity of serv- 


Continued on page 60 





DESIGNED FOR 
VACATION-ROUTE 
COVERAGE! 








INTERNATIONAL Trucks with Metro 

Van Bodies (above) are the perfect service ve- 

hicle for those longer routes into resort areas, 

They offer up to 790 cu. ft. of payload space. 

, meme Drivers appreciate the ease of walk-in, walk- 

-paatt CLEANERS Meee through design—and ease of handling large 

aa ~ owe mixed loads. Body lengths to 16-ft. 7-in., GVW 
’ DYFRS {es “<= ratings to 16,000 Ibs. 


INTERNATIONAL Trucks with Metro- 
Lite® Bodies Cleft) of aluminum and magne- 
sium alloys and fiberglass reinforced plastic are 
at least 36% lighter in weight. This means eas- 


jer handling on extended routes ... bigger pay- 
loads. And a Metro-Lite body will never corrode, 


either from interior condensation or exterior 
rain, slush or sa)t. Little worry and \ess main- 


tenance in models to 468 cu. ft. capacity, up to 


11,000 Ibs. GVW rating. See your INTERNATIONAL 
Dealer or Factory Branch for the mode) you need} 
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InrernationaL Trucks with Metro® Bodies keep your profits 


from taking a vacation! Body and chassis come from the 


same plant...they’re built for driver convenience and owner 


economy, and tailor-made to handle the bigger loads and 


bigger demands of your summer operating conditions. 





LONGER BODY LIFE...GREATER CORROSION PROTECTION! 


INTERNATIONAL’S process of corrosion protection on all Metro bodies is a major factor 


in keeping maintenance costs down and value up. Here are protective measures 


INTERNATIONAL takes to give you the perfect delivery truck : 





Phosphate Prep-Coat. Before the first of many protective coats of paint is ap- : 
plied, body and component parts receive a hot spray which removes dirt, grease Zine Concentrate Coating, Another protective coat- 


and oil, and leaves a phosphate coating which provides a clean, warm surface ing which is sprayed on, and even hand-painted along 


for maximum paint adhesion. the most vulnerable areas. 


Wie 





Double Protection. A chassis black Undercoating. After years of road- 
spray-coating is applied over the testing and exhaustive salt-water tests, 


zine concentrate coating in areas INTERNATIONAL has made available an 
Caulking. Al) joints are either cau)ked or welded to most likely to corrode. Another undercoating that will not “pocket” or 


insure greater freedom from water, dust, and dirt. example of extra quality! fall off in the most adverse conditions. 


All this “Beauty Bath” protection adds up to longer body )ife, for more Bays on the delivery routes . . . greater profits for you. 





INTERNATIONAL TRUCKS (oresiS) IAAL. 


\nternational Harvester Company, Chicago + Motor Trucks + Crawler Tractors + Construction Equipment « McCormick® Farm Equipment and Farmall® Tractors 
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bellew prints ...... 


THIS HAS BEEN another month 
when I've thought there just can’t be 
another laundry gadget that some- 
body in the business hasn’t already 
showed me . . . and again I’ve been 
wrong, 


IRONER-TO-STACKER SHELF 


Another item from Earl Fast’s plant 
is his use of a hinged shelf to connect 
the platform on the fold end of the 
flatwork ironer to the stacker’s table 
just behind it. This is a 24 by about 
28-inch panel of plywood. Instead of 
having to lift the flatwork across the 
gap between flatwork ironer and the 
stacker’s table, the folder 
slides a stack at a time, as it accumu- 
lates, across this little shelf. 


merely 


fp i a 


Shel§ Drops qinges 
Oot Of Way When Legs 
Not In Use —>'\fen" 


One end of this shelf is hinged to 
the fold end of the flatwork ironer, 
and the other end is supported by a 
pair of legs hinged to the shelf, The 
hinges allow the legs to be tucked un- 
der and the shelf to drop down with 
the legs under the fold end of the 
ironer when the shelf is not needed. 


DE-BOUNCED SPRAY GUN 

A couple of weeks ago I had reason 
to drop in at the Santa Fe Coast Lines 
Hospital where Roy Mercer is laun- 
dry manager. For the past 15 years 
I’ve marveled that more press and 
flatwork operators haven’t been 


Condensate Aine 


whacked on the noggin by those 
bouncing spray guns at their stations. 
Generally the spray gun is suspended 
on a spring directly above the oper- 
ator, and when she releases it the 
thing bounces up and down as if it’s 
actually hunting for someone to knock 
silly. 

I noticed at Roy Mercer’s plant that 
these spray guns, when released by 
the user, swing in a smaller arc and 
bounce less than in other plants. The 
reason is the spray gun end has been 
looped around the condensate hose a 
turn or two so the weight of the hose 
reduces the bouncing motion imparted 


by the spring. 


klectric 
Ovt cet Box 
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OUTLET-BOX GUARDS 

A simple device to prevent damage 
to electric outlet boxes that are 
mounted low enough to be damaged 
by trucks and baskets is seen at the 
Kelley French plant. Two inch-wide 
straps of 3/16-inch metal are curved 
around these boxes and bolted in posi- 
tion to prevent damage that might 
otherwise occur at these spots. 


STEAM-TRAP REPLACEMENT 

My latest visit to an institutional 
laundry was in San Bernardino, Cali- 
fornia, where I passed the time of day 
with Wes MacDonald, who manages 
the laundry at the San Bernardino 
County General Hospital. 

Wes showed me how he has simpli- 
fied the maintenance problem on his 
steam traps. It’s a big plant and there 
are three different size traps in use, 


but he carries only three spare traps 
in addition to the necessary repair 
parts. The answer is simple: pipe 
unions on each side of each trap, 
joined to the trap with pipe nipples. 
Spare traps are equipped with nipples 
of the same length, so when a trap 
goes bad it is quickly replaced with 
the spare by simply opening the 
unions and making a quick switch. 


SUPPLIES AT CHUTES 

The new wing of the San Bernar- 
dino County General Hospital sports 
something different at the soiled-linen 
chutes on each floor. Soiled bundles 
are pushed through swinging doors to 
drop down the 36-inch-square chute 
to the lower level, but these openings 
are closed off by tight-fitting cabinet 
doors when not in use. 
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The handy feature is the mounting 
of a supply cabinet on each floor just 
above these swinging doors to the 
chute. These cabinets stand out from 
the wall about 12 inches, are about 3 
feet square, and have a tight-fitting 
door. Shelves hold a small supply of 
spare gowns, doctors’ caps, masks, 
extra laundry bags, and even a few 
#2 towels in case the man handling 
the soiled work wishes to wash his 
hands. The cabinets save many trips 
to the linen room in a distant corner 
of that floor. 
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It’s what’s 
“out front” 
that counts 


Ant Walt 


Nope. We’ve never sold a single 
pound of Satinette or Satinette 
“Quick Starch” to penguins. 
But they put up such a “good 


front’”’ we wish we did. 


More and more men pride 
themselves on good appearance. 
And laundries that finish their 


shirts best get their business. 


Satinette has been “out in 
front” for years. Never separates 
or congeals. Cook it once. Use it all. 


Satinette Quick Starch requires 


no mixing or cooking. Just add dry 
to the wheel. New, easy-to-use 
Satinette Quick Starch saves 
time, labor and money. 


ASK YOUR KEEVER-BEACH 
DISTRIBUTOR 


THE KEEVER STARCH CO. 
COLUMBUS 15, OHIO 


A complete line 
of wash-room products 


SOAPS «DETERGENTS 


BLEACHES «SOURS 


STARCHES+eWATER and 
FABRIC SOFTENERS 


PRESS PADS 


AUGUST, 1960 
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Corrosion: silent thief 
of laundry piping 


Oxygen, carbon dioxide and 
soft water have a corrosive 
effect even on copper 


By JOSEPH C. McCABE 


ONE OF THE PAINFUL facts of life that any industry 
faces is: When you get rid of one problem you seem to give 
birth to another, Some months ago we wrote about the new 
ion exchange resins that the chemical industry was supply- 
ing for laundry water treatment. These treated waters do a 
remarkable job in letting you operate your boiler, your 
ironers, your washwheels for longer periods and at higher 
output rates. In fact, the laundry industry, along with the 
giant power plants, heavy users of steam and hot water in 
their operations, pioneered the establishment of the ion ex- 
change resins. 

Over the years, however, the general application of steel 
to all piping runs within laundries has gone by the boards. 
Copper and copper fittings have taken over. The reasons 
are many but the strongest is the relative speed and sim- 
plicity of putting in a piping run. Soldered fittings and 
flexible tubing have cut the installation time and reduced 
the heavy pipe-fitting problems to a marked degree. Some- 
times copper is also used for interior linings of hot water 
storage tanks. 

All these applications are based on the long-believed 
ability of copper to resist corrosion. 

But out at Michigan State University the Copper and 
Brass Research Assn. along with others has been studying 
copper failures from corrosion after a series of scattered ex- 
periences of these failures had been reported. One of the 
largest such failures developed in the hot water heating 
system that Michigan State had put in to handle some new 
dormitories right after the war. Here was a service that 
copper was built for and yet failures from corrosion devel- 
oped at a rapid rate. 

The iron and steel people had long known that dissolved 
oxygen and carbon dioxide raised hob with this material 
and so the researchers looked again to see if these culprits 
were still at work at their old stand. They were. But they 
found out something else of equal importance. A very pure 
water, distilled, would hold more oxygen at a given tem- 
perature than would ordinary well water or tap water at the 
same temperatures. As a result the investigators turned to 
checking the corrosive effects of different waters produced 
by water softening. Here are their findings: 
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ELIMINATE DISSOLVED OXYGEN 

The researchers, in working with carbon steel, noticed that 
while the effects of oxygen are relatively mild at lower tem- 
peratures, corrosion rate more than doubles when tempera- 
ture goes from 90° to 120° F. 

The chief source of dissolved oxygen in water is the at- 
mosphere. Deep well waters are usually devoid of oxygen, 
while most surface supplies are saturated with it. 

Solubility of oxygen in water depends on temperature 
and pressure: (1) Increased pressure increases oxygen 
solubility. (2) Increased temperature lowers oxygen solu- 
bility. We use these facts in reducing water’s oxidizing 
capacity. Here’s how: 
© Deaeration, the removal of dissolved gases such as oxy- 
gen and carbon dioxide, raises water to its saturation tem- 
perature corresponding to deaerating pressure. Deaerating 
heaters are designed to mix water with scrubbing steam. 
They also vent released gases. 

Principal deaerating heaters are the tray, spray-reboiler 
and jet-atomizing types. 

e Sodium sulfite, a chemical deaerant, combines with oxy- 
gen, to form sodium sulfate. Reaction is a fast one at 212° 
F. and above. Thus we feed sulfite to boiler water. Best pH 
for this reaction is 9.0—10.0. 

e Hydrazine, a reducing agent that’s been getting much 
attention recently, reacts with oxygen, forming water and 
nitrogen. Advantage of this material: No additional salts 
form in the reaction and you don’t have to add chemicals 
at the boiler to correct for them. 


REDUCE CARBON DIOXIDE CONTENT 

Oxygen is roughly 5 to 10 times more corrosive than 
carbon dioxide. But the two gases acting together are 10 to 
40 percent more corrosive than the same quantity of the 
two gases acting separately. 

Carbon dioxide dissolved in water forms carbonic acid, a 
relatively unstable compound. Only in the form of carbonic 
acid can a gas solution pressure be exerted—a necessary 
condition for removal of free carbon dioxide by deaeration. 
Thus, most efficient carbon dioxide removal requires lower 
(more acidic) pH values. 

Chief source of carbon dioxide in condensate is the bi- 
carbonate and carbonate alkalinity of boiler makeup water. 
High temperatures cause them to decompose and liberate 
carbon dioxide that becomes entrained in steam. 

When other conditions are constant, corrosion is propor- 
tional to carbon dioxide concentration of condensate. Even 
up to 5 p.p.m. carbon dioxide, corrosion generally isn’t 
serious. Several water-treating methods can meet these re- 
quirements by reducing alkalinity. 

e Alkalies and phosphates have limited application for 
neutralizing carbon dioxide in steam. Difficulty in evenly 
dispersing the treatment throughout steam, and objection 
to adding inorganic solids are drawbacks. 
e Ammonia neutralizes carbon dioxide in large water-using 
systems with low makeup. It’s fed as ammonium hydroxide 
or ammonium sulfate, Ammonia can do a good job in pro- 
tecting ferrous metals. But copper- and zinc-bearing mate- 
rials are likely to corrode. 
¢ Neutralizing amines (cyclohexylamine, morpholine) can 
safely neutralize carbonic acids. Unlike ammonia, the 
amines in low concentrations aren’t corrosive to copper, 
Continued on page 42 
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WHADAYA MEAN—HIGH 
MORTALITY PARTS ? 


By Poke 


Whenever any agency of the Federal 
government buys one or more SAGER 
SPREADERS, there is one thing they al- 
ways ask for that we cannot supply. 
That is a list of HIGH MORTALITY 
PARTS. They want to include them in 
the order. The reason we can’t supply 
such a list is that we have no HIGH 
MORTALITY PARTS. 
Of course, we could make up a list M. A. Pocock 

and sell and ship to them in the same 

boxing with the SPREADER a supply 

of extra parts that would last them as long as this Republic 
shall stand. But I don’t happen to be that anxious to 
spend Uncle Sam's money. I can’t help remembering 
that part of that money came from me. 


Here is a typical example of how that works out: In 
1955, the Air Force purchased two Model “A” SAGER 
SPREADERS for Fairbanks, Alaska. When I wrote in an- 


swer to their request for the list of HIGH MORTALITY 
PARTS, I said: 
“I do not expect to hear from your laundry manager 
about these machines for at least five years, if they 
will follow instructions, keeping the machines CLEAN 
and properly LUBRICATED.” 


I was a good prophet. Just 5 years and 8 month later, 
we received an order for 2 Diagonal Belts for these ma- 
chines, belts which sell for $35 per pair. That was all. 
Such low maintenance costs for SAGERS over a five year 
period are typical. Of course, proper care of the machines 
is a BIG factor in their operational costs. 


We build SAGER SPREADERS for service, not as a 
source of profit on replacement parts. We don’t want 
that kind of business. We prefer to concentrate on build- 
ing and selling SPREADERS that will give you a lifetime 
of trouble-free, profitable service, SPREADERS that will 
pay for themselves over and over and over. 


VA. +4. (Poke) Pocock 


Modernize for PROFIT With a SAGER 


A New England Laundryowner Writes: 
“We feel that it is the best purchase from every standpoint that 
we have ever made in over 70 years of business.” 


A West Coast Laundryowner Writes: 
“Our Spreader has been in use about 12 years and has saved 
more per dollar invested than any equipment we have ever had.” 


More Sheets— * Write For Full Facts 


AUGUST, 


Fewer Operators 


With a SAGER Spreader, one girl 
does the work of two or more hand 
shakers and does it easier and 
faster. With a SAGER “B,” you 
can handle up to 3,000 sheets and 
spreads per day. Above that quan- 
tity, you probably need a SAGER 
“a 


Reduces Labor Turnover 


No more back-breaking lifting and 
nerve-wracking hand work. Your 
SAGER operators like their jobs 
and stay on them. You know what 
this means to your social security 
accounting, as well as to general 
efficiency. 


No Price Increase! 


In spite of greatly increased manu- 
facturing costs, the selling prices of 
SAGER SPREADERS sn not 
been raised. The tremendous in- 
crease in SAGER sales volume has 
made this possible. 


1960 


------------} 


If yours is a laundry handling 1,200 
or more sheets and spreads per day, 
you can’t afford to be without a 
SAGER Spreader in these times of 
high labor and tough competition. 
Write today for details and the 
names of progressive laundries all 
over the world which have reduced 
their flatwork ironing costs from 
40% to 60% with these labor sav- 
ing machines. But write us only if 
your sheet and spread production 
is 1,200 or more daily. 


View of Sager B Spreader. Handles 
1,200 to 3,000 sheets and spreads per day 


Please send us full facts about your labor-saving Sager Spreaders. 


M. A. Pocock 
1236 Central Ave., N. E. 
Mi A ‘ * 


M 
P 





Firm____ 
Street_ 
City 
State_ 


Print your name 
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fantabulous installation 


}e- De it- Pepe Sced ee servicing 





fantabulous savings 





COMPARE THE WASHER 
THAT IS MAKING ALL 
OTHERS OBSOLETE! 
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LOuSs!!’ 


asher-extractor in existence! 





For complete specifications and price information... 


WRITE! WIRE! PHONE! 


C 0 E 5) C 6 national, inc. 


DESIGNERS DEVELOPERS 
ST FLAGLER STREET 


SS, FLORIDA*FR 9-1671 COIN OPERATED EQUIPMENT 
LETYPE MM 139 





pioneer leaders in the expanding coin-op field 








Continued from page 38 

zinc. Their main limitations: (1) They provide no protec- 
tion against oxygen attack. (2) They’re relatively high-cost. 
e Filming amines (octadecylamine, dioctadecylamine) de- 
posit a protective non-wettable coating on the metal’s sur- 
face. Thus, they protect against oxygen as well as carbon 
dioxide attack. And film doesn’t break up during short 
periods when you must interrupt treatment. 


KEEP pH WITHIN RIGHT LIMITS 

At pH values below approximately 4.5, free mineral 
acidity exists and can cause serious corrosion, Waters sat- 
urated with acid drainage, for example, are highly corro- 
sive. So neutralizing them before use is essential. But in the 
range of most natural waters, especially where oxygen is 
present, pH isn’t the controlling factor. When we eliminate 
carbon dioxide and effects of other contaminants, corrosion 
rate of pure zinc is low when water is between pH 6-12. 
e Soda ash and caustic soda are alkalies that neutralize 
acidic characteristics of boiler feedwater, except in special 
cases of high-pressure boiler operation. Chemical consult- 
ants recommend pH of approximately 10.5. But by treating 
for scale, sludge, you maintain correct pH automatically. 


CONTROL HUMIDITY 

While reducing humidity doesn’t fall under the heading 
of liquid-media corrosion problems we include it here be- 
cause it does change the metal’s environment. 


Laundry wastes 


Except at elevated temperatures, clean dry air doesn’t 
corrode metal, Moisture and/or contaminants are essential 
ingredients in the corrosion process. Atmospheric corrosion 
tests on mild steel show critical relative humidity is in the 
neighborhood of 65 percent. Above this figure corrosion 
rate climbs rapidly—especially where other impurities are 
present. Thus, air conditioning is the corrosion engineer's 
ally. 


CUT BACK LIQUID’S SPEED, TEMPERATURE 

Trimming liquid temperature and speed by providing 
adequate sized piping can go a long way toward minimiz- 
ing corrosion. Velocity curve plots a test on water at 120° 
F, Higher liquid speeds boost depolarizing effect by bring- 
ing larger quantities of oxygen into contact with the cath- 
odic surface. 

In systems where oxygen is free to escape, temperature 
effect is less severe. At saturation temperature, corrosion 
rate dips sharply. 

In summation for sodium zeolite-softened water: 

l. More corrosion occurs when non-deaerated water is 
used. It is about 50 percent greater for the higher tempera- 
tures (170° and 200° F.) and velocities (8.1 and 13.1 feet 
per second). 

2, With deaeration, high temperature pitting is also 
greatly reduced at 170° and 200° F. 

3. Cold vacuum deaeration seems to be the best solution 
for zeolite-softened waters. [LI 
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subject of study 


New York seeks to eliminate 
detergent contamination 
of ground water supplies 


























SYNTHETIC DETERGENTS are 
finding their way into well water sup- 


Schematic version of the proposed batch treatment system for removing synthetic 
detergents from laundry waste waters as suggested by New York State Water 


plies. And one of the primary sources 
of this form of contamination is said 
to be the discharge of untreated wastes 
into ground waters from small laun- 
dry operations. 

As a result of this problem at least 
two states—Michigan and New York 
—have placed restrictions on the in- 
stallation of coin-ops and laundramats, 
particularly in those areas where 
ground water supplies are used. 

With the increasing use of synthetic 
detergents, the New York State Water 
Pollution Control Board recognized 
the importance of proper treatment 
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Pollution Control Board study 


and disposal of the wastes and author- 
ized a study of the problem. 

The results are presented in Re- 
search Report No. 5, “Removal of 
Synthetic Detergents from Laundry 
and Laundramat Wastes.” The 47- 
page report was released this past 
March. 

The conclusion drawn in this par- 
ticular project indicates; “Laundramat 
wastes can be treated with alum and 
activated carbon to produce a clear 
effluent with 1-2 p.p.m. of synthetic 


detergent (measured as Alkyl Benzene 
Sulfonate) remaining in solution.” 
The Water Pollution Control Board 
admits, however, that the batch-type 
treatment process used in this study 
“is not as simple or as economical as 
would be desirable for the treatment 
of wastes from medium-sized or small 


laundramats.” 


NEW YORK’S WASTE STUDY 


The project was in two phases: 
The first phase studied the removal 
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Using Salt Efficiently 


by INTERNATIONAL SALT COMPANY 


Only one one salt dissolver delivers mc 
Saturated brine at lowest cost | 


it’s the Sterling Lixator—a fully automatic rock 
salt dissolver developed exclusively by Interna- 
tional Salt Company for making 100° saturated 
brine from economical Sterling Rock Salt. The 
Lixator needs no maintenance. And it produces a 
rock salt brine so pure and clean that it can be 
used in numerous operations formerly thought to 
require evaporated salt. Here’s why the Lixator is 
now being used in so many laundries... 


Lixator has no moving parts—nothing to get 
out of order. 
Downflow principle. After water is admitted 


into the Lixator, it flows down through the rock 
salt in the dissolving zone. 























Brine is self-filtered for maximum purity. There 
is no sand or gravel filter bed to bother with. 
Instead, rock salt crystals in the lower portion of 


the Lixator completely filter the saturated brine. 


Fully automatic. Whenever brine is drawn off, 
water is automatically admitted into the dissolving 
chamber to make more brine. Rock salt flows in 
from a Lixator hopper or down a chute from an 
overhead bin. The only requirement is to keep the 
storage section filled with Sterling Rock Salt. 


Great flexibility. The Lixator can be placed any- 


where in the laundry, at a point most convenient 


for salt delivery. Pines deliver brine to points of use. 
vidi P Diagram of Sterling Model Lixator. This is today’s most widely used rock 


salt dissolver. It’s available in many standard sizes—from 24’ to 120” in 
diameter . . . with brine-making capacities up to 6,000 gallons per hour. 
Lixators come in enameled steel, Monel metal, or corrosion-proof plastic 
. with storage hoppers (standard low-lip, wall-type, cylindrical, corner, 
etc.) to suit any plant requirement. 
For information on how your plant can save money with a Lixator, contact 
the nearest International Salt Company sales office. You can also get a free 


copy of “Brine for Today’s Industry” —which fully describes the Lixate Process. 

















District offices: icitdchiaitena Cie 
nternationa a ompany 
we Dep't. LJ-860 
Buffalo 
Charlotte Clarks Summit, Penna. 
a Diagram of Sterling Storage Lixator. Designed for Chicago 0 Please have representative call with fur- 


larger operations, the Storage Lixator is a combination — ther information. 


salt storage, salt dissolving, and brine storage tank. On Newark Seis sited Mie abies, “Oeian hia 
delivery, Sterling Rock Salt is unloaded directly into the New Orleans C] Today's Sadbestsinn.” ; 
Lixator. Lixate Brine is made automatically, as it is in New York 

Philadelphia 


every type of Lixator. I 7 
as nape Pittsburgh Name________ Company 
St. Louis 


INTERNATIONAL< GALT 7 SALT COMPANY 


SALT TECHNOLOGY” 


Address. 
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characteristics of a pure anionic syn- 
thetic detergent by adsorption with 
activated carbon. These studies were 
conducted by the Chemistry Depart- 


ment of Manhattan College. 


The second phase of the project stud- 
ied the characteristics of 
mixed detergents in composite laundry 
wastes, For this study a typical laun- 
dramat was selected in Hicksville, 
Long Island, from which samples were 
collected weekly over a period of sev- 
era) months, All laboratory testing was 
conducted in the Sanitary Engineering 
Laboratory at Manhattan College. 





removal) 


Preliminary work: This project was 
directed primarily toward the treat- 
ment of wastes from laundramat and 
sma]) Jaundry operations, Operating 
data was first obtained from several 
Jaundramats to determine the average 
volume and characteristics of wastes 
discharged from the washing opera- 
tions. Most of the installations studied 
contained betwen 25 and 35 machines, 
each using 25-30 gallons of water per 


washing cycle. From this data an av- 





erage waste water volume of 50,000 
gallons/week/installation was deter- 
mined. Approximately 100 pounds of 
commercial detergent is used each 
week in such plants. The rate of flow 
of waste water was found to be highly 
variable depending on the work vol- 
ume, 

Arrangements were then made with 
the Cole-a-matic Corp. in Hicksville to 
obtain composite waste water samples 
for treatment studies. This installation 
contained 30 washing machines, each 
of which used 30 gallons of water on a 
half-hour operating cycle. Of the wa- 
ter used, 22 gallons were hot water 
(140° F.) and 8 gallons cold water so 
that the average waste temperature 
was 100° F. 
mal] operating conditions there were 
50 cycles/week/machine or a_ total 
weekly waste water volume of 45,000 
gallons. The detergent concentration 


(as A.B.S.) varied from 50-90 p.p.m. 


as discharged. Under nor- 


Batch treatment system: After more 
preliminary investigations to find the 
chemicals best suited for detergent re- 


a system was developed for 





moval, 
processing waste waters. The proposed 
batch treatment system, in this case, 
consists of two treating tanks, each 


having a capacity equal to one or two 
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days’ flow, plus one day’s excess sludge 
volume. Each treating tank is equip- 
ped with a mixer, a swivel joint draw- 
off pipe to remove the treated waste 
liquor, and necessary piping for sludge 
removal. A storage tank for waste 
sludge was also suggested with neces- 
sary pumping facilities. 

This system was designed to meet 
the following criteria: 


Waste concentration, 


DPM. C8 ABD, oscrcrcoes 50 to 90 


Chemicals Required 





Alum dosage, pounds/1,000 
ti oi css hs 11.5 to 18.5 
Soda ash, pounds/1,000 gal. . .2.25 to 4.0 
Activated carbon, 
pounds/1,000 gal. ........ 3.0 to 5.25 


Sludge Produced 





Concentration % 

Pounds/1,000 gal. 15 to 25 

Gal, sludge/1,000 gal, ....... 105 to 180 
Effluent concentration, 


DMM. GS ABrd, vcsvccss 1 to 4 


Operating procedure: The proposed 
procedure for batch 
laundry waste water is suggested as 





treatment of 


follows: 

When a tank fills to the desired 
level, the flow is diverted to the second 
treating unit and the waste in the first 
unit is ready for treatment. 

1. Add the required amount of acti- 
vated carbon to the tank either as a 
solid or a slurry. 

2. Mix for 10 minutes. 

3. Add the required amount of 
alum and soda ash in slurry form. (The 
slurry can be prepared in a 5-gallon 
bucket.) 

4. Mix rapidly for | minute. 

5. Mix slowly for 20 minutes. 

6. Allow the floc to form and settle 
for 4 hours. 

7. Adjust the swivel drawoff to just 
above the settled slurry area. 

8. After two batch treatment cycles, 
drain the sludge from the tank to dis- 
posal. A portion of sludge may be kept 
in the treating unit to aid in coagulat- 
ing the next batch. 

The over-all economics of this treat- 
ment method would have to be eval- 
uated on a plant scale basis. But the 
conclusions of this study represent a 
contribution toward solution of the 
smal] plant waste treatment problem 


which has no ready answer. [00 





Bay State laundry- 
men instructed on 


protection of 


public water supply 


The Massachusetts Laundryowners’ 
Association recently sent out the fol- 
lowing notice to its members: 

The Department of Public Health is 
charged with the oversight and protec- 
tion of all public water supplies in the 
Commonwealth. In this connection 
engineers of the Department have 
been checking the use of water by 
commercial establishments including 
laundries. 

During the course of these investi- 
gations washing machines in some 
laundries have been found to be con- 
nected in such a way that the water 
inlet pipe supplying the water from 
the public water system is located be- 
low the overflow level of the machine, 
with no safeguard on the water line to 
prevent used water from being. si- 
phoned back into the public water 
supply should a vacuum occur in the 
public water system. 

It is important that you check your 
equipment to make sure that either: 
(1) The end of the water inlet is 
above the maximum water level of the 
equipment providing an air gap of at 
least 3 pipe diameters. Many new ma- 
chines come equipped this way. (2) 
If this arrangement is impractical in 
your particular operation, some pro- 
tective device such as a vacuum break- 
er or double check-valve installation 
should be installed to protect the pub- 
lic water supply. 

If you have a private well which 
you use and also have the public water 
supply available, the two systems must 
be kept separated at all times either by 
means of a duplicate piping system or 
by means of some kind of backflow 
prevention device approved by the 
Massachusetts Department of Public 
Health. 








“WHAT DO YOU MEAN, 


Customers are getting smarter all the time. They 
know that soft water is essential for a really clean, 
Sparkling white wash, and they flock to laundry 
stores that feature plenty of rain-soft water. 
Successful operators specify the Aldsoft 

Water Softener because of its time-tested 
efficiency and economy. They know that an 
Aldsoft System also eliminates sticky scum 

in machines, does away with lime 


deposits in pipes and water heaters, 
and minimizes repairs. 





Aldsoft Water Softeners 
manufactured for ALD 


by Bruner Corp 





Whether you need a Water Softener specifically 
designed for your local water conditions or 

trouble-free equipment for an entire new 

store, it’s smart to consult ALD. Proper balanced 
equipment, engineered exclusively for the laundry store 
industry . . . backed by intelligent store planning, a 
national service and parts organization, and the nation's 
most complete advertising programs have made over 
9,500 licensed Westinghouse Laundromat® stores 


| supreme in profits and consumer acceptance. 


/ (Can you risk your capital on untried equipment and inexperienced 


distributors when you too can afford to have the best, work with 
ALD, and profit by the consumer acceptance of the sign of 

the licensed Westinghouse Laundromat Store? 

Call or write for equipment information and details 

on ALD’s liberal financing plan. 


ALD, Inc. 


7045 North Western Ave., Chicago 45 
Offices in 44 principal cities 

ALD Canada, Ltd., 

54 Advance Road, Toronto, Ont. 


® Aid, inc. 1960 
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An achievement program 
for the laundry manager 


INTRODUCTION 

This is a program for a uniform and 
easily administered recognition to 
NAILM members for exceptional 
ability as Jaundry managers, faithful 
service to their institutions, and for 
exceptional services to their local and 
national institutional laundry associa- 
tions or to the laundry industry. 

Recognition would be through the 
awarding of credits for recognized and 
desirable achievements. 


WHY AN ACHIEVEMENT PROGRAM? 

The basic value of an achievement 
program is twofold: (1) to recognize 
and reward the service and ability of 
the modern laundry manager; (2) to 
encourage further desirable educa- 
tional and service activity by the 
laundry manager. 

The increased responsibilities being 
assigned to the laundry manager, in- 
cluding linen control and distribution, 
make a varied experience and training 
desirable. This added laundry educa- 
tion and training are acquired only by 
the individual’s participation and 
study. 

For reaching the various predeter- 
mined steps the recognition provided 
by the achievement program gives the 
laundry manager some tangible record 
of his work; serves as a reward; and 
helps raise the standard of the pro- 


fession. 


WILL IT SERVE ALL LAUNDRY 
MANAGERS? 

The achievement program has been 
especially designed to serve every 
manager. The honors are not of a type 
awarded to only a select few but can 
be achieved by all members. 

All NAILM members are recog- 
nized, active managers of institutional 
laundries, so any system of examina- 
tions or certification is not needed or 
desirable to establish their job activity 


Proposed plan would 
reward service to raise 


standard of profession 


Compiled by 
HAROLD C. BERKHOLTZ, LM 
Veterans Administration Hospital 
Madison, Wisconsin 


—in fact, this would compare too 
much to formal licensing and highly 
undesirable city or state controls. 

Due to his increased study and ac- 
tivities the laundry manager will be 
increasingly valuable to his institution 
and, of course, his prestige will cor- 
respondingly increase. 


ADMINISTRATION OF THE PROGRAM 
The greatest benefits would accrue 
if the achievement program were ad- 
ministered on a national basis although 
it is entirely feasible to use it to ad- 
vantage on a local or regional level. 
An Honors Committee would direct 
the program and approve the top 
honors, which would be as follows: 
1. Master laundry manager—for ac- 
cumulation of 30 credits, at least 10 of 
which shall be for institutional service. 
2. Associate laundry manager—honor 
awarded for 20 credits. 
3. Silver certificate—for 15 credits. 
The credits would be awarded as 
earned under four categories: 
(1) Institutional Service 
(2) Laundry Experience 
(3) Educational 
(4) Association Service 
Credits earned in each category would 
be as follows: 
I. Institutional service—one credit for 
each year of service as laundry man- 


ager plus one additional credit for 
completion of each 3-year period. 

2. Laundry experience—one credit for 
each two years of service as washman, 
foreman or assistant laundry manager 
of any power laundry. 

3. Educational 

(a) Two credits for attendance at 
any laundry institute conducted under 
auspices of the American Hospital 
Association. 

(b) Two credits for completion of 
any course conducted by the American 
Institute of Laundering. 

(c) Two credits for attendance at 
any annual conference of NAILM. 

(d) One credit for attendance at 
any formal laundry course, institute or 
clinic conducted by local, state or re- 
gional institutional laundry associa- 
tions, state or regional hospital asso- 
ciation. 

(e) One credit for the preparation, 
writing and presentation of a laundry 
talk or demonstration at any laundry 
clinic, institute, conference or laundry 
association meeting and not more than 
three credits shall be received in any 
one calendar year. 

(f£) One credit for preparation of a 
laundry article published in any na- 
tional magazine. Not more than three 
credits shall be received in any one 
calendar year. 

Identical presentations cannot qual- 
ify for credits in both (e) and (f) 
above and no credits shall be awarded 
under (e) and (f) for any accomplish- 
ment prior to January 1, 1960. 

4. Association service 

(a) One credit for each year of 
service as a local or regional laundry 
association board member such as 
vice-president, treasurer, secretary or 
director. 

(b) Two credits for each year of 
service as president of a local or re- 
gional laundry association. No addi- 


Continued on page 50 
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Now Better Than Ever! 


New — faster removal of oily soil or stains 
New — special brightener for whiter, brighter washes 
New — practically dust-free formula 

New — more effective removal of heavy soil 


As a result of extensive laboratory and “in-the-laundry” 
research, Colgate now introduces a new and significantly 
improved Colgate Kwiksolv. 

New Kwiksolv is a complete laundry compound in one 
product—no break compound or supplementary alkalies 
are needed. Saves you time, money, gives better rinsing and 
uniform high-quality results. 

For a better-than-ever washing job on family white work, 
white shirts, linen supply, diapers and towels, get better- 
than-ever Colgate Kwiksolv—the perfect ‘‘one-shot” laun- 
dry compound—today! 

Write for prices and literature today. 
ASSOCIATED PRODUCTS DIVISION 


Imoli 
Colgate-Palmolive Company 
300 Park Avenue, New York 22, New York 
Atlanta 5, Ga. « Chicago 11, Ill. « Kansas City 11, Mo. « Oakland 12, Calif. 
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Ht SPEED QUEEN A203 
COMMERCIAL AUTOMATIC WASHER 


Despite Speed Queen’s nationally known, enviable reputation for “low- 
est maintenance costs in the industry” — new engineering, new refine- 
ments have been added to the 1960 Speed Queen to make it the most 
trouble-free, profit-making washer of all time. 

Add to those new features, the perfectly balanced, two-an-hour Speed 
Queen Short Cycle and you possess the unchallenged ingredients for 
PROFIT. , 
Speed Queen washer parts are available in over 
140 major cities in United States and Canada. 


Commercial Dept. ] 
SPEED QUEEN 


A Division of McGraw-Edison Company, 
Ripon, Wisconsin 


For complete details | NAME 
of the new A203 
and other Speed Queen | ADDRESS 
Commercial Laundry Equipment, 
fill out and mail | CITY 
this coupon. 











ZONE 





A “Serviceman’s Dream’. Remove two screws from 
the toe plate and the front panel raises for access to 
the entire front of the machine. 


Remove two screws and the entire top opens. Top 
and Front panel uni-hinge provides access to all parts 
without moving machine from its location. 


A NEW HIGH TORQUE TIMER, accessible through 
the coin box access door, requires a simple push to 
cycle the machine completely. Cannot be blocked on 
the “IN” position. Easily removed for servicing. 


TUB is filled faster, with a new high capacity aerated 
waterfall inlet. Air Gap is above machine top. Specifi- 
cally designed to prevent back-up and splash of water. 


NEW TAMPERPROOF RIGIDITY and Strength. Two 
bolts and bracket tie sump tub, side panel, coin box 
all together. Access to bolts is only through coin box 
service door. 


THE LAUNDRY JOURNAL 





A GENERATION OF PROSPERITY — The Eagle Laundry of Jacksonville, Florida, provides virtually every type 
of laundry and dry cleaning service imaginable. In order to meet the demand for these services, a fleet of 11 trucks operates 
daily from this plant at 451 Catherine Street. For over 20 years, Prosperity apron cloths have been used exclusively on the 
flat work ironers at this plant. The top apron on one standard-speed ironer has been in continuous use now for over nine 
months; and the bottom apron has not been replaced for over 16 months. This is another example of how the fabrics 
produced by Mount Vernon Mills and the industries they serve are serving America. 


UNIFORMITY 
Makes The ~) ° l 1 ‘i 
fe Qe ount ernon Uutis, UNC. TURNER HALSEY 
Big Difference r 
In Industrial Xt: A LEADER IN INDUSTRIAL TEXTILES 
Fabri - 
‘abrics 


Main Office and Foreign Division: 40 Worth Street, New York, N. Y. Branch Offices: Chicago * Atlanta * Baltimore * Boston * Los Angeles 
= oe ae ee ae eee ee ee ee ee ee ee ee ee ee ee ee GE EE GE GE GEE EE GE GS GES SS SS 


Always look for this purple stripe in all PROSPERITY* and ORIOLE® fabrics. It’s your 


assurance of fine performance and longer life in apron duck and cover cloth fabrics. 


PROSPERITY and ORIOLE purple stripe fabrics are available ONLY from these laundry supply jobbers: 


THE CARMAN CO., Denver, Col. * CARMAN-CONLEY, INC., Chicago, Ill., Indianapolis, Ind., Milwaukee, Wis. * CARMAN-MITCHELL-WING CO., 
Stoneham, Mass. * CARMAN OHIO CO., INC., Cincinnati, Ohio * CARMAN PITTSBURGH INC., Pittsburgh, Pa. * CARMAN SUPPLY CO., Cleveland, 
Ohio * C. C. CHEMICAL CO., Sunnyside, L. |. © JOHN P. LYNCH CO., San Francisco, Calif., Los Angeles, Calif. * MORRIS & ECKELS, INC., Alexandria, 
Va., Norfolk, Va., Baltimore, Md. © MORRIS & ECKELS CO., Jacksonville, Fla., Atlanta, Ga. * OSMUND & CO., Portland, Ore. * ROCHESTER 
CARMAN SUPPLY CORP., Rochester, N. Y. © JAMES E. ST. JOHN, Philadelphia, Pa. * E. J. THOMAS CO., Columbus, Ohio * THOMPSON-HAYWARD 
CHEMICAL CO.— CARMAN DIVISION, Fort Worth, Tex., Houston, Tex., Kansas City, Mo., Omaha, Neb., St. Louis, Mo., San Antonio, Tex. 


mo 
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Institutional 
Laundry 


Leadership 


is centered in 


NAILM 


Find out how NATIONAL 
ASSOCIATION OF INSTITU- 
TIONAL LAUNDRY MAN- 
AGERS membership can work 
for you. Clip and mail the 
coupon below. 














Mr. Duane E. Young 

NAILM Membership Chairman 
St. Mary's Hospital 

2414 Seventh Street South 
Minneapolis 6, Minnesota 


Please send me further in- 
formation regarding mem- 
bership in the National 
Association of Institutional 


Laundry Managers. 





Institution 


ee 
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ACHIEVEMENT PROGRAM 
Continued from page 46 


tional credits for service as a board 
member. 

(c) Two credits for each year of 
service as board member of NAILM. 

(d) Five credits for each year of 
service as president of NAILM. 

(e) One credit for each 2 years as 
a member of NAILM. 

(f) Two credits for service as local 
general chairman of an annual confer- 
ence of NAILM. 


ISSUING OF EARNED CREDITS 
The Secretary’s office shall issue cer- 
| tificates for credits quarterly, of a type 
suitable for display. Upon the face of 
| each certificate shall be stated the 
| number of credits, the reason for the 
' award and date of issue. A separate 
certificate card shall be issued at the 
| same time showing the total number of 
| credits accumulated to date. 
(a) Credits for institutional service 
| shall be shown on the certificate card 
issued each year as membership card. 
(b) Certificates for attendance at 
| annual conference of NAILM shall be 
| mailed following close of conference. 
(c) Certificates for attendance at 
| laundry courses, institutes or clinics 
| shall be mailed by Secretary following 
| notification of attendance, accom- 
panied by a copy of program, from 


qualified officer of sponsoring associa- 
tion. 

(d) Certificates for president, other 
officers and board members of state or 
regional associations shall be mailed 
upon receipt of official notification of 
such election from secretary or other 
qualified officer of such association. 

(e) Certificates for president and 
board members of NAILM shall be 
mailed following election at annual 
conference. 

(f) Credits for NAILM member- 
ship shall be included on certificate 
card showing institutional service 
credit. 

(g) Certificates for local general 
chairman of NAILM conferences shall 
be mailed following conference at 
which he served in such capacity. 

(h) Certificates for speakers or 
demonstrators at clinics, institutes or 
conferences shall be mailed upon con- 
firmation of such appearance and serv- 
ice from a qualified officer of sponsor- 
ing association. 

(i) Certificates of credits for the 
writing of laundry articles shall be 
mailed following publication. 


[No official action has been taken on this 
proposed program as yet. But it will most 
likely be considered at the next National 
Association of Institutional Laundry Man- 
agers convention, which will take place at 
Miami Beach next May.—Eprror’s Norte. ] 


Nuclear laundering bibliography 


Publications available from the Of- 
fice of Technical Services, U. S. De- 
| partment of Commerce, Washington 
25, D. C.: 
UR-108—The Removal of Uranium 
Compounds from Cloth (1950) $0.15 
NYO-4990—An Evaluation of Laun- 
dering Agents and Techniques Used 
in the Decontamination of Cotton 
Clothing (1954) $0.80 
HW-38218 (Rev.)—A Study of the Ef- 
fectiveness of Decontaminating 
Agents on Contaminating Protective 
Clothing (1955) $0.20 
K-1344—The Effects of Uranium Con- 
tamination on Laundry Operations 
(1957) $0.50 
Available from the Superintendent of 
Documents, U. S. Government Print- 
ing Office, Washington 25, D. C.: 
National Bureau of Standards Hand- 
book 48, Control and Removal of 
Radioactive Contamination in Lab- 
oratories (1951) $0.15 


National Bureau of Standards Hand- 
book 69, Maximum Permissible Body 
Burdens and Maximum Permissible 
Concentrations of Radionuclides in 
Air and in Water for Occupational 
Exposure (1959) $0.35 

United States Atomic Energy Commis- 
sion Fundamentals 1, Living with 
Radiation (1959) $0.45 


Available from the United States 
Atomic Energy Commission, Wash- 
ington, D. C.: 


Procurement and Use of Radioisotopes 
(1958) 
Principles of Isotope Utilization (1956) 


Available from the author: 

An Engineering Study of Washing 
Techniques and Health Hazards En- 
countered at a Decontamination 
Laundry, S. R. Rearsall and L. Gem- 
mell, Brookhaven National Labora- 
tory, Upton, Long Island, New York. 

oo 


THE LAUNDRY JOURNAL 





RUSHTON TOWEL SUPPLY CO. 
BELLFLOWER, CALIFORNIA 
OWNER R. R. RUSTON SAYS... 
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“Our Troy 
WX Washer- 
Extractor 
Saves us 9 man 
hours of work 
daily...and does 
better work, too!” 


- 
SCHSSSSSSHSHSSSHESESESHESESESHEHEESESESSEEESEHEEEEEE 


“It used to take 3 men 13 hours a day to 
launder 8,000 to 10,000 towels in three 75 
lb. washer-extractors. And, when we were fin- 
ished, the towels were gray from soap film. 
Now, with one TROY 200 lb. wx, we do the 
same amount of laundry in 20 loads instead 
of the 50 required in the smaller units. Elim- 
inating the 30 additional loading and unload- 
ing operations has cut our working day from 
13 to 10 hours! The TRoy wx cut our labor 
costs by 22% ...9 man hours a day! 

“The reduction in runs from 50 to 20 has 
also meant a 22% savings in soap costs. Water 
costs are down 24% because less is required 
to do one load of 500 towels in the TROY wx 


than three loads in the smaller machines. 

“In addition, our customers are more sat- 
isfied with our product. Two TROY wx inno- 
vations, the automatic trunnion spray rinse and 
the Bifurcator” exhaust fan, eliminate any 
possibility of soap film. The combined effect 
of the spray rinse dislodging soap suds and 
the Bifurcator fan fluffing up towels results 
in whiter, cleaner towels with greater absor- 
bent capacity. 

“Though the TROY wx is in almost con- 
tinuous operation 10 hours a day, we haven’t 
had a major breakdown since the unit was in- 
stalled. It’s the best washer-extractor we have 
ever used!” 


WRITE DEPT. LJ-860 FOR DETAILED BULLETIN 


= lt 

MEOW LAUNDRY MACHINERY 

ieee. Division of American Machine and Metals, Inc. 
EAST MOLINE, ILLINOIS 


Divisions of American Machine and Metals, Inc., New York 7, New York 

“TROY LAUNDRY MACHINERY © RIEHLE TESTING MACHINES » DE BOTHEZAT FANS © TOLHURST 

_ CENTRIFUGALS ¢ FILTRATION ENGINEERS © FILTRATION FABRICS © NIAGARA FILTERS © “UNITED | 

STATES GAUGE « RAHM INSTRUMENTS « LAMB ELECTRIC COMPANY ¢ HUNTER SPRING [oe - 
GLASER-STEERS Soerenarion : 


ER-EXTRACTOR 
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fibers 
ANP fabrics 


GLOSSARY OF FIBER TERMS ISSUED 

Since the enactment of the Textile Fiber Products Iden- 
tification Act, many washables are now coming into laun- 
dries bearing labels that give the articles’ exact fiber con- 
tent. However, the labelling act does not solve problems 
involved with how to launder fabrics containing the newer 
fibers, The average laundryowner often is confused when 
he encounters many of the textile terms that are being used 
in the textile markets today. In order to assist in sorting 
and classifying, the American Institute of Laundering has 
outlined, in its Service Bulletin No, 534, a glossary of textile 
fiber names by generic class and provides laundering in- 


structions for each grouping, 


COMPOSITION OF CLOTHES SOIL STUDIED 

Organic soil that had gradually accumulated on cotton 
garments and was unremovable by normal washing pro- 
cedures was analyzed for free and combined fatty acids by 
a well-known washing machine firm. It was found that the 
fatty acid composition of this material was similar to sebum 
and hair fat and was remarkably uniform, although sam- 
ples came from different sources and geographical locations, 
The amount of oleic acid was found to be considerably less 


than is reported for hair and skin fat. 


CARPET BEETLE IS TOP FABRIC PEST 

The carpet beetle is definitely responsible for more fabric 
damage than the clothes moth in many states, according to 
a recent survey of pest control operators and entomologists 
made by scientists at the Gulf Research & Development 
Co., Hararville, Pa. The beetle’s ravages in western Penn- 
sylvania, for example, outnumber those of the clothes moth 
by 10 to J. 

These and thousands of other facts can be found in a 
new publication called “Handbook of Pest Control,” written 
by Arnold Mallis, Gulf entomologist. The illustrated, 1,132- 
page volume is published by MacNair-Dorland Company, 
New York, N. Y. 


U. S. FIBER OUTPUT UP IN 1959 


The nation’s production of cotton, man-made fiber, woo) 


and silk textiles during 1959 totaled 12.351,857,000 linear 


yards, or an increase of 6.2 percent over 1958 output. 


These figures, published by the Association of Cotton Tex- 


tile Merchants of New York, show an advance of 724,847,- 


000 linear yards over 1958 production. 
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FLOOD-DAMAGED RUGS NEED QUICK DRYING 

Rugs saturated with flood waters are easy prey to the 
mildew parasite, according to the American Institute of 
Laundering. Flood victims are warned to dry out their 
rugs and other textiles even before sending them to the 
laundry. AIL states it is probable that bacteria may collect 
and grow while the fabrics are still covered with water. 
They add, however, that the mold or mildew would prob- 
ably not start until the waters recede and oxygen is availa- 


ble to the bacteria. 


BULLETIN EXPLAINS FIBER LABELING ACT 

A complete explanation of the recently enacted Textile 
Fiber Products Identification Act appears in the National 
Institute of Drycleaning’s Bulletin FF-68. It tells what 
items are covered by the Act and what effect the law will 
have on drycleaners. 

Because the Act does not require manufacturers to at- 
tach permanent tags or labels to items, it is felt many con- 
sumers will remove and misplace labels and hang-tags be- 
fore the garments reach the drycleaner. 


SHRINKAGE CONTROL IN WASH-WEAR GARMENTS 
Despite attempts to manufacture a true wash-and-wear 


garment, laundry operators continue to encounter such 
problems as apparently excessive shrinkage in unpressed 
and unironed garments. This occurs particularly in resin- 
treated cotton garments, according to the AIL’s Textile 
Note 43. It states that relaxation shrinkage is a normal and 
predictable property of cotton, recoverable through the 
usual finishing methods of ironing. The bulletin suggests 
pressing, rather than tumble-drying, where such shrinkage 
may occur. 


DYNEL BLANKETS FOUND IDEAL FOR HOSPITAL USE 

Blankets woven of 100 percent Dynel modacrylic fiber 
offer the best quality for all-around hospital use, it is re- 
ported by the Hospital Bureau, Inc., largest nonprofit cen- 
tral purchasing agency for 300 member hospitals. The re- 
port, made by the Bureau's research department, was based 
on controlled laboratory and actual use tests of six types of 
hospital blankets, 

Chief among the advantages cited for Dynel blankets are 
exceptional tensile strength, minimum shrinkage, stain re- 
sistance and nonflammability. In shrinkage and laundry 
tests, after being washed at 105° F., extracted and drip- 
dried, the Dynel blankets rated a minimum 3 percent loss 


in each direction. In addition, because of inherent non- 


absorption, stains and contaminants from foods and body 


fluids were found to wash out easily in the first laundering, 


The problem of flammability is a major factor in purchas- 
ing hospital blankets, the Bureau report points out, espe- 
cially in view of increased use of bedside oxygen therapy 
adding to fammability danger. Of the six blankets tested, 
Dyne) was the only type that would not support a flame. A 
high static electricity factor which would preclude use in 
operating rooms was noted for Dyne\. However, the report 
stated the static problem, inherent in many synthetics, may 
be overcome through nse of static inhibitors in the disin- 


fectant rinse applied at the hospital laundry. 
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A pocket translator 
for checking 


executive references 


“He’s a consistently good team 
worker.” 
Hasn't had an 
original thought 


in twenty years. 


“He’s always staunch in supporting 
his superiors’ recommendations.” 


A yes man. 


“A strong speaker who really sedis 
his ideas.” 


Big mouth. 


“Conscientious? [ can’t tell you how 
many times I’ve seen him take 
work home nights or on week- 
ends.” 
He cant get 


organized. 


“He’s volunteered to serve on most 


of our management committees.” 


Afraid to make his 


own decisions. 


“He had good command of the job, 
considering his age.” 


Too young to cut 
the mustard. 


“T believe he’s thinking in terms of 
$25,000.” 
He'll jump at 


seventeen. 


“I’m sure you'll find him capable of 
handling any job you have in 
mind,” 
We're glad to get 
rid of him. 


R. F. Guder 


Drawings by John Huehnergarth 








“To whom it 


may concern... 


Check those references 
before you hire him 


THE COMPANY that fails to check references 
adequately on a candidate for an executive posi- 
tion stands a 50 percent chance of hiring the 
wrong man, Rawle Deland, partner, Thorndike 
Deland Associates, declares in the July issue of 
Management Review. 

Reference checking is more important than 
ever, Mr. Deland points out, particularly when 
executives are being recruited to fil) responsible 
positions. Not only can a reference check spot 
those who fa)sify their records or are concealing 
bad points or hidden faults, but it also has a posi- 
tive side: Knowing what a man has actually done 
is a great help in assessing his capabilities for an- 
other job. 

Although some reference givers tend to be too 
damning, Mr. Deland observes, equally danger- 
ous are the well-intentioned reference givers who 
are likely to be dishonest in a positive way—by 
painting too bright a picture of the candidate. 
Stressing the importance of knowing the refer- 
ence giver as thoroughly as the man who is being 
checked, Mr. Deland sketches four common 
types of reference givers: 

1. The legal eagle—who once was sued or 
threatened by a former employee about whom he 
gave an honest opinion and who is now so gun- 
shy he'll never tell the truth. 

2. The hatchet man—who is quick to stress 


faults. 

3. The unforgiving one—who thinks that any 
executive who ever left his firm is automatically 
no good. 

4. The bag of wind—who is full of meaning- 
less words. 

Although it’s been said, Mr. Deland notes, that 
salaries are one thing a man can lie about and 
still go to Heaven, a professional executive 
searcher can usually estimate an executive's sal- 
ary within 10 percent if he knows the company, 
the industry, the job, and the man’s length of 
service. 

“A well-conducted reference check,” according 
to Mr. Deland, “stands a very good chance of 
turning up all the information necessary to make 
a sound decision. The philanderer who thinks 
he'll never be seen in a little bistro in New York 
is relatively safe compared with the job candi- 
date who tries to fly under false colors in getting 


anew job.” 00 
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Nationwide Consumer Survey Shows . . YOUR CUSTOMERS PREFER 
LAUNDRY AND DRYCLEANING IN POLYETHYLENE 


In a recent nationwide consumer survey of 17 cities, 
72% of 1,300 respondents said they preferred their laun- 
dry and drycleaning wrapped in polyethylene rather 
than in any other packaging material. In several cities, 
percentages ran even higher. In Chicago and Philadel- 
phia, for example, the preference for polyethylene was 
greater than 83%; in Milwaukee, over 80%. 

But only 70% of those surveyed now receive laundry 
and drycleaning in polyethylene ... proof that more 
people prefer polyethylene than are now receiving their 
clothes in this packaging material. 

Here, in order of relative importance to those queried, 
are reasons why polyethylene was first. choice: 

@ Polyethylene is transparent 

@ It offers better protection against dust and water 
e Garments are easier to store 

© The film is stronger 

@ It keeps clothes neater 

e Packaging is more attractive 

© The film is soft, noiseless 
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These are important reasons for considering polyethyl- 
ene to improve the quality of your packaging. Poly- 
ethylene gives that extra touch of prestige to your 
service ... helps build business for you. And it is the 
most economical packaging material you can buy. 
When you buy polyethylene, be sure to specify the 
film properties that are best suited to your bagging 
operation. U.S.L, producer of quality PETROTHENE® 
polyethylene resins, will be glad to work with your sup- 
plier in setting up specifications to give you assured 
satisfaction. U.S.I. also has available a new booklet, 
“Which Polyethylene Film Should I Use,” which can 
help you make a sound choice. For your copy, write to 


the address below. 


USTRIAL CHEMICALS CO. 
Division of National Distillers and Chemical Corp. 
99 Park Ave., New York 16, N. Y. 

Branches in principal cities 





Uniform resilience in 


M REVOMESE 





METALLIC PRESS PADS 





for a long, long time 


Owners who take the long view 
order REVOMESH Pads. These pads 
keep their resilience indefinitely, 
outlast other press pads many 
times over, permit faster work be- 
cause they dissipate moisture and 
transfer heat quickly. Result: a hot, 
dry press. 

The REVOMESH line is complete: 
top pads, base pads, or combina- 
tion top and base pads. Just send 
us the make and model of your 
press and tell us whether the buck 
is spring-padded or bare. We can 


supply the pad to put it in top op- 
erating condition. 

REVOLITE also offers two types 
of outstanding nylon press covers: 
REVOLON, of spun nylon cloth; 
and Nylotex, a special construction 
of filament and spun nylon. Each 
will turn out the consistent quality 
finish your customers want. 

To get the best from your equip- 
ment, write for further information, 
or ask to have a REVOLITE rep- 
resentative call to help you find the 
right pad and cover combination. 


REVOLITE DIVISION 
OF RAYBESTOS-MANHATTAN, INC. 


500 Fifth Ave., New York 36, N.Y. 


Phone: BRyant 9-4390 


SPECIALISTS IN ASBESTOS, RUBBER, SINTERED METAL, ENGINEERED PLASTICS 


THE LAUNDRY JOURNAL 





‘acaw LEN SUPPLY CO. = 


‘“‘We couldn’t have purchased a more 
efficient or economical fleet if it had been 
custom engineered to our specific needs!’’ 


Those are the words of Mr. Joel Green, president of Fluff ’n Puff Pillow 
Service, a fast-growing national franchise operation that turned to 
DIVCO for the answer to their multi-stop delivery problem. Mr. Green 
has underscored the complete sincerity of his statement by ordering an 
additional fifty DIVCO DIVIDENDS to augment his present fleet of 65. 


Fact of the matter is, DIVCO trucks are custom engineered for specific 
multi-stop delivery needs, Sound basis for all 31 models is the rugged, 
dependable DIVCO chassis that thrives on stop-and-go operation. No 
converted passenger car engine or over-the-highway truck power plant, 
DIVCO engines are built to idle without overheating, they take the 
constant kick of start and stop and do all this on a minimum of non- 
premium fuel. DIVCO’s long service life (4 out of 5 DIVCOS ever built 
are still licensed and in service) is a big bonus benefit that further slashes 
operating costs. 


The famous DIVCO Chassis 


How much “too much” is your present fleet costing you is specially engineered and built for 
over what DIVCOS could do it for? We have facts and , : 
figures that will interest you. Write today—or contact multi-stop operation. Rugged strength 


your DIVCO Dealer. and long life is assured by oversized 
component parts and finest quality mate- 
rials. Dozens of exclusive DIVCO utility 


WE = 2 hone * Core Se features make for best driver conven- 
DIiVCO WAYNE CORPORATION ience and ease of operation. 


AUGUST, 1960 





Dichter: She wants easy-care textiles and beauty, too. . . Continued from page 23 


women who for this reason violently 
dislike silk. 

In spite of the passionate references 
to silk, silk itself is “cool—like soft 
skin.” It is “elegant,” “luxurious.” 
Everyday speech acknowledges it 
as a standard of excellence—“as fine 
as silk.” A special value is attached to 
hair which is “silken.” In other words, 
silk is seen as the ultimate in refine- 
ment. 

Silk evokes images of palaces, of 
kings and queens and princesses, im- 
ages of “graceful oriental luxury.” 

Silk advertising, therefore, must 
utilize the following psychological 
qualities: 

1. Silk is sensuously and sexually 
exciting. 

2. Silk is personal, intimate, reveal- 
ing. 

3. Silk is the standard of excellence 
for refinement. 

4. Silk is cool, gracious luxury. 

5. Silk is regal and exotic. 


LINEN 

There is a standard of excellence 
associated with linen as with no other 
textile. Much of this association has to 
do with the quality of the product it- 
self. Linen is strong at the same time 
that it is soft and flexible. It has none 
of the harshness of wool nor the deli- 
cacy of silk, nor is it mundane like 
cotton, It is, instead, a fabric which 
seems to represent the best, the high- 
est in life, a combination of elegance 
and strength. There is a formality to 
linen, too, that does not apply to cot- 
ton even when it is used for the same 
function — tablecloths, towels, bed- 
ding, etc. 

Linen answers the need, so preva- 
lent in these times, for standards that 
seem to be enduring and important. 
The fact that linen is used less and 
less for clothing has made the realiza- 
tion of these quality standards a vir- 
tual impossibility. Nevertheless, linen 
remains an ideal to which other tex- 
tile products are expected to measure 
up—even if they never quite succeed. 


SYNTHETICS 

Synthetics of all kinds have been 
widely advertised and used in the 
United States. The initial resistance 


that exists toward almost any new 
product was rather quickly overcome 
as more and more Americans began 
to accept the concept of labor-saving 
products which liberated them from 
drudgery. Synthetics of the wash and 
drip-dry variety promised them the 
same kind of liberation they had al- 
ready learned to accept as their right 
in cake mixes, frozen foods, house- 
hold appliances and other areas of 
living. 

Nevertheless, centuries of textile 
experience are not so quickly wiped 
out. There is no doubt that a very 
real support for natural fibers re- 
mains. Psychologically, these natural 
fibers are more compelling; moreover, 
there have been certain disappoint- 
ments in this synthetic field which 
have persuaded a small but important 
segment of the consuming popula- 
tion that these miracle textiles are not 
really as miraculous as they have 
been advertised to be. 

There are a number of areas in 
which the consumer has come to ac- 
cept a synthetic textile as the natural 
one for the purpose it serves. For ex- 
ample, we find that nylon is com- 
pletely acceptable for stockings and 
underwear although the same mate- 
rial is far less acceptable in outer- 
wear clothing such as blouses or 
dresses where a tradition of accept- 
ance, of beauty, of quality is more 
closely tied to cotton, wool, silk, linen. 

This example is a significant one, 
for it points to a psychological need 
that exists among most consumers: 
the need to maintain established val- 
ues at the same time that progress is 
acknowledged and accepted. In the 
case of nylon undergarments, all the 
detail, the gossamer delicacy, the soft- 
ness and beauty of silk are retained 
while ease of care becomes the ex- 
tra dividend. 

This is the correct approach to the 
consumer, according to our findings, 
for what women reallly want is a syn- 
thesis between yesterday and tomor- 
row. They want textiles that are easy 
to care for but they also want to con- 
serve time-honored esthetic values. 
The way a fabric drapes or folds, its 
luster, color and design are often even 


more important considerations than 
the factors making for convenience. 

As an example, we found in a study 
that nylon tablecloths with the effect 
of organdy were exceptionally popular 
while certain plastic tablecloths with 
excellent properties and a_ built-in 
labor-saving surface did not sell as 
well because they lacked the esthetic 
qualities the housewife sought. 

Synthetics are the clearest exam- 
ple of the ambivalence with which 
the consumer approaches textiles to- 
day. It is interesting, however, that 
the natural fibers also suffer from con- 
sumer alienation, In the studies we 
have conducted recently, we have 
found an _ interesting phenomenon; 
namely, that when consumers go out 
to buy a textile product, they have 
very little knowledge of the value, the 
grade and the quality of the fabric 
they purchase. Perhaps this is less true 
of the British consumer than it is of 
the American consumer, for Americans 
are the harbingers and chief propo- 
nents of rapid change and it is gener- 
ally felt that they cannot or will not 
spare the time to accept quality. 

I do not share this view. There are 
other factors involved, in my opinion. 
Nevertheless, as far as textiles are con- 
cerned our consumers are style-con- 
scious without a widespread realiza- 
tion of the relationship between fabric 
and styling. 

We need to reexamine the psycho- 
logical climate in which textiles are 
created and marketed, in order to de- 
termine the proper appeals for increas- 
ing their acceptance and usage. Other- 
wise, the time may come when the 
disposable paper garment, drapery, ta- 
blecloth or towel wins out over its tex- 
tile counterpart. I do not really believe 
this will happen, although I believe 
both can exist side by side performing 
their own specific functions in a vast- 
ly expanding market. 

The functions and the appeals of 
textiles have been explored here; let 
us now examine what prevents the ro- 
mance from flowering. [UJ 


NEXT MONTH: 


“Rekindling the Romance Between 
Man and Textiles” 
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The New > Tumbler now offers Positive Moisture Retention Control! 


Here’s the famous Smith-Grantham Model 1000 Tumbler — still the highest production 
unit you can buy — with a great new extra: Positive Moisture Retention Control! 

This remarkable new device enables you to pre-select the water retention you want. You 
can choose any of 6 moisture levels from “dry” to wet or damp. The Smith-Grantham 
gently dries, fluffs, and shuts off when it reaches the exact moisture content selected. 
Every load comes out perfectly prepared for presses, ironers, or folders, no matter what 
moisture retention after extraction. There’s no timer... no guesswork . . . no calculating 
... no need to rely on sense of “feel.” 

The Smith-Grantham Model 1000 Tumbler still provides extra-large volume production 
— fully dries 1000 lbs. or conditions 3000 lbs. an hour! And it’s the only tumbler that offers 
28° back tilt to take the easy, fast, new sling-loading. 

Why settle for less than the best? Smith-Grantham continues to lead in developing the most 
modern laundry equipment —designed from your industry’s finest suggestions, The 
T. L. Smith Co., / Laundry Division / Milwaukee 1, Wisconsin. 
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HAVE YOU HEARD the latest... 


Cotton is the most popular fiber among 
women owning blouses, summer dres- 
ses and summer skirts, according to an 
Agriculture Department “preference” 
study just released. The same study 
shows nylon as the leading material 
for slips, and wool topped the prefer- 
ence list for knit dresses. 

A 
Because it feels that communist eco- 
nomic penetration and political sub- 
version are very real and very close, 
the National Chamber of Commerce of 
the United States will publish a bi- 
monthly bulletin entitled World Chal- 
lenge starting in October. It will give 
on-the-spot information on the com- 
munist offensive as it affects American 
business in world affairs. 

A 
Excerpts of Victor Kramer's article 
“Linen Control for Hospitals” (LJ 
May) appeared in the June 24 issue 
of Great Britain's Power Laundry & 
Cleaning News. 

A 
Institutional Laundry Managers are 
hopping mad about the full-page ad- 
vertisement in Hospitals magazine 
(July 1). The Linen Supply Association 
of America and the National Cotton 
Council make a pitch to hospital ad- 
ministrators pointing out “handling 
your own laundry is horse and buggy 
management. It creates needless over- 
head—the purchase and replacement 
of linens . . . extra personnel . . . extra 
. extra expensive equip- 
. extra maintenance .. .” 

ry 


supplies . 
ment... 


Incidentally, LSAA and NAILM will 
both hold their national conventions 
at Miami next spring. And Institu- 
tional officials are trying to nail down 
the dates immediately following the 
Linen show to give allied tradesmen a 
better break, travel-wise. 

a 
Under consideration: To back up the 
industry’s public relations program 
AIL is now considering (1) an indus- 
try film which has a guaranteed show- 
ing on 282 TV stations, (2) a travel- 
ing display to be made available for 
home shows, (3) a three-day clinic for 
home counselors employed by the in- 
dustry. 

A 
The Industrial Towel and Uniform 
Company of Dallas, Texas, now offers 
an “Executive Service” to office, sales 
and delivery personnel. It rents white 
dress shirts and dacron-blended dress 
slacks in a variety of colors to patrons 
on a weekly basis. 

A 
A coin-operated laundry distributor in 
the Midwest is giving some of his 
competitors a rough time by promis- 
ing new buyers coin-operated dry- 
cleaning equipment as soon as it be- 
comes available. 

A 
The Laundry Workers Joint Board of 
the Amalgamated Clothing Workers of 
America has adopted two young mem- 
bers of the Kikuyu tribe in Kenya, 
Africa, to take advantage of scholar- 
ships offered by American schools. 
The New York City union with its 


20,000 members has already contrib- 
uted $1,800 from its treasury to offset 
a deficit in funds raised by the boys’ 
own community to bring them here. 

A 
The DiCarlo Bill, which would force 
coin-operated laundries in New York 
City to be attended part-time and 
closed from midnight to 6:00 a.m., and 
Sundays, is being strongly opposed by 
coin laundry operators. The proposed 
statute must still be approved by the 
Board of Estimate and be signed by 
the Mayor to become effective. The 
effective date has been moved to Au- 
gust 15 but further delays are antici- 
pated. 

A 
The Consumers Union just tested high- 
priced and low-priced versions of 17 
brands of automatic home washing 
machines and found you can pay much 
more for extra automation without im- 
provement in basic washing ability. 

A 
Hotels, hospitals and other large insti- 
tutions, subjected to higher towel costs 
in the past year, may face another 
round of increases early in 1961. 
Pacific Mills has posted an increase of 
about 3 percent on white towels it sells 
to linen suppliers. 

A 
The national volume of direct mail has 
risen from $500 million to $20 billion 
in the last 10 years. 

a 
Someone recently said too many com- 
panies regard surveys as a drunk re- 
gards a lamppost—more for support 
than illumination. 





TRUCK MAINTENANCE 
Continued from page 33 
ice, terrain, and the inherent weak- 
nesses and strengths of different types 
of vehicles. 

No standard check sheet is com- 
pletely satisfactory for all operations. 
It must be tailored to suit the circum- 
stances, and the circumstances are 
made clear by the recorded history of 
vehicles in their own environment. A 
check sheet is usually a guide and sub- 
ject to modification. 
© By the time the truck has had two 
“A” inspections and has reached the 


mileage for a third, it is about time to 


repeat the “B” inspection. This would 
give a total of about 7,500 miles since 
the last “B” inspection. 

This time the “B” inspection will 
take a little longer than the first one 
because there will be more items to 
check beyond a simple visual inspec- 
tion. There will probably be an engine 
cleaning and some tightening. A “B” 
inspection on trucks of laundry class 
would normally take from three to four 
hours after the truck has been in serv- 
ice. Attempting to reduce this time is 
not profitable because it cuts the qual- 
ity of the inspection. The inspector 


must go at it carefully enough to de- 


cide if the vehicle will operate satis- 
factorily until the next inspection 
without repair or replacement of parts. 
That is the idea—to make the truck 
operate without interruption until the 
next inspection. 

Generally speaking, if nothing ever 
fails in the fleet, there is a strong 
probability that too much inspection 


work is being done and perhaps too 
much replacement of parts. If road 


failures are prevalent, it follows that 
inspections must be tightened up. The 


point is to catch parts before they fail 
—and, more important, determine the 


cause of failure and correct it. 0 
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Tingue Brown offers its latest laundry items early 


For highlights of the Tingue Brown Laun- ORDER AND SAVE 


dry Line without wailing for your stand- A complete listing of the latest Tingue Brown 
innovations in germ control basket liners, bags, 


ard Catalog. mail the coupon below. . 
nets, baskets, trucks, slings, and a host of other 


As a service and a saving to you, Tingue 


. - items. Handy order cards enclosed. 
Brown has extracted its newest items and 


‘ieee PRR RRRRR RRR RE RR TEE GS 
offers them on a pre-publication basis, so 
that you may plan aliead, order early and 
buy at a saving. 


TINGUE BROWN & CO. 
1765 Carter Avenue « New York 57, New York 


Please rush your preview Catalog of laundry items at a saving: 


NAME 


TINGUE, BROWN & CO. 


1765 Corter Avenue + New York 57,N.Y. + CYpress 9-8800 
1227 Wabash Avenue + Chicago 5, Illinois * HArrison 7-0083 


723 E. Washington Bivd.* Los Angeles 21, Calif.- Richmond 9-6023 
507 Bishop St.N.W. + Atlanta 13, Go, + TRinity 4-3664 


ADDRESS 


ip fT gS 


6) 





Painting presented in behalf of LSAA 


In recognition of work with the 
Linen Supply Association of America, 
I. Austin Kelly III, New York City 
consulting engineer, recently presented 
to the Brandeis University art collec- 
tion a rare and original oil portrait, 
painted in the mid-seventeenth cen- 
tury by the Dutch artist, Bartholomeus 
Van der Helst. Mr. Kelly, owner and 
president of the National Employees 
Relation Institute of New York City, 


who spoke at the 1959 LSAA national 
convention, gave the 300-year-old 
masterpiece to Brandeis on the recom- 
mendation of the LSAA. Present for 
the ceremony were (left to right) 
Joseph A. Robertson, president of the 
LSAA; Dr. Abram L. Sachar, president 
of Brandeis; Mr. Kelly; and Mitchell 


Siporin, associate professor of fine arts 


at Brandeis. 





Laundries and the Law 





Smoke law thrown out 


Southampton Township’s smoke 
control ordinance was declared invalid 
last week in Suffolk County Court be- 
cause the ordinance was never pub- 
lished in a newspaper before its final 
adoption, as required by law. 

Visiting County Judge Domenick 
Gabrielli, in a lengthy ruling, decided 
in favor of the Riverhead Laundry 
Corp., of Montauk Highway, Quogue, 
in outlawing the ordinance. 

The laundry had been convicted of 
violating the ordinance on Sept. 24, 
1958, and was fined $50 in Southamp- 
ton Justice Court. The complaint was 
signed by a nearby trailer park, who 
charged the laundry smokestack, 50 


feet high, issued dense b)ack smoke for 
the full day on Sept. 24, 1958. The 
ordinance said that heavy smoke is 
allowed only for six minutes each hour, 
when freshening or re-building fires. 

The laundry appealed to Judge 
Gabrie)li, claiming the Jaw was uncon- 
stitutional. Judge Gabrielli said there 
was no proof the ordinance was ever 
published in a local newspaper, as re- 
quired by Town Law. “This is a fatal 
error,” he stated. “Any criminal action 
taken pursuant to its provisions is 
without effect,” the judge said. 

The fine was ordered remitted and 
the conviction reversed. 


—Bridgehampton (N. Y.) News 


THE MOST FOR YOUR MONEY 


Continued from page 21 


anything, nor less than one month’s 
supply.” Many feel that tying up funds 
for a year’s supply in order to effect 
a 2 percent saving is poor business. 
since the same capital invested in a 
home loan concern would bring a far 
greater return on their money. 

Freight charges: This is an important 
item for the buyer to pin down. Many 
plantowners have received “good 
deals” which their own local supplier 
couldn't match, only to find that a big 
freight bill accompanies the order to 
throw the unit cost way out of line. 

The answer is to deal with known 
distributors and include the word 
“freight” at all times, so there can be 
no misunderstanding. No ethical dis- 
tributor would risk losing your account 
for the sake of a single sale; his prices 
wil) include freight. 

The smart buyer will also pin down 
the exact meaning of “FOB.” This 
term can mean supplies are delivered 
to a railroad siding, at a distant freight 
dock of a trucking line, at the back 
door of your plant, or “put away” in 
your stockroom. 

Even if the supplies are delivered 
to your back door, someone still has to 
put them inside the plant. If this 
means a half hour work for a $2-an- 
hour employee and a big drop in his 
production to boot, then the unit cost 
of the supply will be raised consider- 
ably. As a rule, purchases from a care- 
fully selected supplier are “put away” 


at your plant. 


fp SUMMARY 


Keep a record of supplies on hand 
and buy only what you need when 
you need it. 

Don’t overstock; a 60-day supply is 
considered the best buy. 

Choose your supplier carefully and 
buy as much as possible from one 
source. 

Treat the salesman as a professional 
man and spend more time learning 
from him what new products and 
ideas are pertinent to the field. 

Be familiar with such terms as unit 
costs, quantity freight 
charges, and let these influence your 
buying habits. (0 


discounts, 
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DEGARDLESS oF VARIATIO 


in padding or garment thickness 


CONSTANT UNIFORM PRESSURE 





ores 


PROSPERITY 
POWER-RAMIC 
pri press 


reduced operator fatigue 


Tables and bucks lower for ideal working position. 
Convenient controls for “drop-hand” operation. 
Wider opening head for easier lays. 

Greater clearance between back of lower buck 
and upper head 


Raised rail prevents garments sliding from table. 

simplified maintenance, minimum parts 
springs ¢ 

Permanently lubricated 

Only four principal points of lubrication. 

Parts interchangeable with other Power-Ramic 


presses. 
Stainless Steel, armour-clad, flexible steam hose 


can't kink or twist. 
minimized corrosion 
Stainless Stee) tables. 


Stainless Steel pressing heads on most models. 
Polystyrene enclosure panels. 


quiet operation 
Jumbo exhaust muffler. 
Polystyrene panels eliminate metallic sounds. 





® Registered Trademark. Copyright 1960 The Prosperity Co. 


a) =1e\—1—) 4-1 ae 


DIVISION OF WARD INDUSTRIES CORPORATION 


FACTORY AND GENERAL OFFICES, SYRACUSE, NY SALES ANO SERVICE BRANCHES IN ALL PRINCIPAL CITIES 
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Plug... THE LAUNDRY INDUSTRY'S 


A Complete Directory — listing over 15,000 items in — 


\ 


THE CLASSIFIED DIRECTOR Y—all kinds of laundry 
equipment and supplies, with the manufacturer of each. 


THE TRADE NAME DIRECTORY —alphabetical listing 
of trade name products 


THE MANUFACTURERS’ DIRECTORY —alphabetical 
listing of manufacturers’ home office addresses 


THE LOCAL BUYERS’ DIRECTORY — geographical 


listing of manufacturers’ branch offices, distributors and jobbers, 
arranged by states and cities 











issue of The LAUNDRY JOURNAL will be the 
Issue with LAUNDRY JOURNAL's New Look. 
Otlig ~ successful eperations in these specific areas of 
ads Maracas: in the Family Laundries; in Institutional 
WGN Laundries; in Diaper and Linen Supply Services. 





f individual operations with illustrating 
: will make the issue one of the most 
we important ever published for the Launeby 


ONLY STANDARD BUYERS’ GUIDE 


All in the JOURNAL’s 1960 GUIDEBOOK plus such regular fea- 
tures as the Management and Production Data and Charts for 
the plant operator’s day-to-day operation that make each issue of 
The LAUNDRY JOURNAL management’s most important tool 
for keeping up-to-date on the rapid developments of this dy- 


namic industry. 
Closing Date for Advertisers: September 15 
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ALLieD trade news 





LEE D. STABENOW BERNARD H. SAUNDERS 


Angelica Uniform Company has opened its new regional 
headquarters in Atlanta, Ga. Named to head the new office 
as Southeastern regional sales manager is Bernard H. Saun- 
ders, formerly Central regional sales manager. Assisting him 
in the post of regional sales service manager is Lee D. 
Stabenow. 

Fred Hanneman has been promoted from district sales 
manager to regional sales manager of the Central region with 
offices in St. Louis, and Ted Roupas has been elevated to 
the post of regional sales manager of the North Central 
region, headquartered in Chicago. 


A. E. Staley Manufacturing Co. recently announced that 
directors and officers of the company were reelected at the 
company’s annual stockholder’s meeting. 

Current directors are: A. E. Staley, Jr., E. K. Scheiter, 
A. R. Staley, R. L. Rollins, W. R. Boyer, D. E. Nordlund, 
W. B. Bishop and P. W. Atwood. Other directors are: T. B. 
Butler, A. Q. Petersen, H. D. Wright, R. J. Murphey. 

Officers elected are: A. E. Staley, Jr., chairman of the 
board; E. K. Scheiter, president; P. W. Atwood, president, 
UBS Chemical Division; R. L. Rollins, vice-president; D. E. 
Nordlund, vice-president; L. S. Roehm, vice-president; T. L. 
Gresham, vice-president; W. R. Boyer, treasurer and assist- 
ant secretary; R. C, Scherer, secretary and assistant treas- 
urer; C. V. Glynn, comptroller; Henry M. Staley, assistant 
treasurer; and C. W. Schultz, jr., Kenneth J. Maltas, James 
W. Moore and Edward C., Lane, assistant secretaries. 


Pantex Manufacturing (Canada) Ltd., of Montreal, has 
elected Gaston Albright president of the firm. Mr. Albright 
will continue as general sales manager, supervising sales 
and service activities throughout Canada. Mr. Albright is 
president of the Canadian Launderers and Cleaners Allied 
Trades Association. 


Waldo C. Rice, manager of the Laundry and Dry Cleaning 
Supply Department of H. D. Taylor Co. for the past 42 
years, has retired. He is succeeded by Carlton O. Block. 


National Starch and Chemical Corporation has appointed 
William J. Zonner district manager—starch sales for its Mid- 


west Division. 
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FRED HANNEMAN TED ROUPAS 


Duplex Company, Inc., 614 Bergen St., Brooklyn, N. Y., 
has opened a regional office at 1672 Central Ave., Albany, 
N. Y. Al Rizke is the new office’s sales supervisor, assisted by 
Bob Flynn. 


Cleaver-Brooks Company has named H. F. Holtz, company 
sales manager, vice-president and general manager of the 
Packaged Boiler Firetube Division. James G. Brooks, 
Cleaver-Brooks vice-president in New York, and J. E. Uih- 
lein, Jr., have been named to the board of directors. Direc- 
tors reelected are: John C. Cleaver, chairman of the board 
and president; F. W. Hainer, executive vice-president and 
president, Springfield Water Tube Boiler Division; Dr. H. A. 
Gygi; P. H. J. Schmidheiny; and Frederick Lienhard. 





The Prosperity Company, Division of Ward Industries Corp., 
recently held a week-long sales development conference in 
Syracuse, N. Y. 

Attending the session, right, front row: Jack Gattis, Tex.; 
Frank Wendt, Ohio; John Normington, Wis.; Mannie 
Wainer, N. Y.; Ole Hanson, Calif.; John Kalbfleisch, Mich. 

Back row: George Jessen, N. Y.; Gerry Burns, Mich.; John 
Howze, Tex.; F. C. Ohland, technical and training group 
manager who conducted the sessions; Herman Mazur, N. Y.; 
Bob Johnsen, IIl.; Michael Zeller, Fla. 


Oakite Products, Inc., has announced two new assignments 
to its field service staff. Lon E. Welch has been transferred 
JOURNAL 
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BOOSTED OUTPUT 9.8%. ‘We reduced re-runs to an absolute 
minimum after we installed Sarco Thermo-Dynamic Steam Traps 
on our 6-roll flatwork ironers. Now no sheets come out damp, our 
output on finished flatwork has increased 9.8%, and damage 
claims are zero.” Peter Gruchawka, Plant Engineer, Pilgrim 
Laundry, Brooklyn, N.Y. 





z- UP TOWEL DRYERS 15-20 MINUTES PER LOAD. “we 
installed Sarco TD-50 Steam Traps on two 36-inch Zone Air Dry- 


TD-50 S] ‘ean tra ing Tumblers, and a 2-roll Streamline Flatwork lroner. We stopped 
' steam blow-through, raised heat level to efficient operating tem- 


perature and now we put a load of towels through in 15 to 20 


performance icihid Miaetsinaliae ona Engineer, Y. M. C. A. 
aS Seen by QUALITY OUTPUT OF FLATWORK IRONER UP 10%. “Before in 


installing Sarco TD Steam Traps we had considerable wet work and 














rolling.. Sometimes we had to slow up the machine to bring up quality 


SAR 0 customers Mrs) 4] nat: hc mmol elameler- lila mm elceleleloidielammal-t-Mmale), mmel-1-1i Mm laleid-t-1-1-10Me-Je)elge) 
i C mately 10% Zz Be Sto n charge of laundry, Fort Belvoir, 


Virginia. 


EVERY CUSTOMER ENTHUSIASTIC. “I've been installing Sarco 
Thermo-Dynamic steam traps for years and | have never seen 
more enthusiastic response to a product by my customers. We 
install TD’s to replace other traps on ironers, dryers, puffers and 
other equipment and my customers say their output increase 
amazes them. What’s more, the TD's work without any mainte- 
nance.” S. Spitzer, Laundry Machinery Sales and Service 
Co., Brooklyn, N. Y. 








FINE SEASONAL SUMMER BUSINESS REQUIRES BEST How to get a 60-Day FREE TRIAL 


POSSIBLE PRODUCTION ON IRONER. “We've just had our 
flatwork ironer overhauled and adjusted. Our maintenance of SARCO Thermo-Dynamic 


man recommended Sarco Steam Traps very highly. We have 

very good summer seasonal laundry business and must get Steam Trap, Type TD-50 

best possible quality and production. Please enter our order 

for 6 Sarco Steam Traps for %2” steam line.” Hoffman ae your Sarco representative or write us 
¢ irect and obtain a 34” Sarco TD-50 Steam 

Drycleaners and Laundry, Berlin, Maryland. Trap and Strainer for a 60-day no-obligation 


trial. You buy the Sarco TD-50 and strainer 
only if completely satisfied. 











ORDERED TD-50 ON TRIAL BASIS, NOW PLACES ORDER. “We 
have found that your Sar Thermo-Dynamic Steam Trap is the 
best that we have ever used. We ordered this trap on a trial basis 
and it is giving wonderful, trouble-free service. Al 

easy to install. Please enter our order f or 2 


SB Strainers.” John M. F 





& 
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PLANT NOW TRAP-TROUBLE FREE. ‘‘Piease quote me your 
price on three %” Sarco TD Steam Traps. | started installing 
your traps about 3 years ago and my plant is now trap-trouble Sarco TD-50 Steam 
free. Your TD-50’s are wonderful.” Laundry, writing in apace one 
response to a direct mail booklet. 
2962 | 
NOW... YOU CAN STANDARDIZE! %” TD-50 is 
large enough for most every laundry application. 


Sarco TD-50 Steam Trap 
is self-adjusting — only 
one large capacity seat 
for each size. 
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AWAY GOES Your 


APRON PROBLEM! 


@ No more wrinkling 
@ No more slippage 
@ No continual tightening 


with the ZEIDLER 


APRON 


“SUR DRIVE’ 


for Flatwork lroners 


No matter how many “‘miles’’ of flatwork, your 
Zeidler ‘‘Sur-Drive’’ will avoid wrinkling and 
slipping . . . will eliminate the re-tightening 
that shortens apron life! 


The ‘‘Sur-Drive”’ is a spiral wound material 
having a special ‘‘pebble finish.” It is easily 
installed by your own engineer on both upper 
and lower drive rolls. The pebble finish assures 
true-tracking of both aprons—in fact, we guar- 
antee both aprons will track together! 


“‘Sur-Drive’’ is supplied in lengths to fit all 
standard apron drive rolls. Order enough for 
all your ironers now! 


FEED RIBBON ‘‘SUR-DRIVE’’ 
FOR LONGER RIBBON LIFE AT 


LOWER COST 


A special rubber material which is cemented 
to ribbon drive roll and prevents slippage of 
Feed Ribbons, thereby eliminating wrinkles that 
slipping ribbons cause. Used and endorsed by 
scores of leading laundries. Furnished in com- 
plete kit, ready for easy installation by your 
engineers. Write for price. 


GET FULL DETAILS ON THE 
“‘ZEIDLER”’ LINE 


@ ‘Duro’ Spring Pads for Laundry Presses 
(including Cabinet Types) @ Stripping and 
Guide Device for lroners @ Steel Spring 
Cushions for Chest-Type lroner Rolls @ Dof- 
fer Rolls @ ‘‘Perma’’ Spring Pads for Dry- 
cleaning Presses 


Available from your distributor, or write 
ZEIDLE MANUFACTURING 
COMPANY 


633 CONCORD AVENUE 
MAMARONECK, N. Y. 
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from Akron, Ohio, to Kokomo, Ind., where he replaces the 
new manager of Oakite’s Detroit division, Daniel B. Lamb, 
George E. Park has been assigned to Springfield, Mo. 


H. E. THOMPSON DONALD SOBOL 


X. S. Smith, Inc., Red Bank, N. J., has appointed H. E. 
Thompson divisional sales director for the northern half of 
the United States. 

Donald Sobol has been appointed divisional sales director 
for the southern half of the country. 


DON J. GIANCOLA JAMES H. GINN 


Donald J. Giancola has founded the firm of Donald J. Gian- 
cola & Associates. Located at 9 Drumlins Terrace, Syracuse, 
N. Y., the new company will represent the investments of 
American manufacturers in overseas markets. 


Concord Chemical Co., Inc., Camden, N. J., has appointed 
James H. Ginn to serve as sales representative for the 
Greater New York and North Jersey area. Among other items 
in the company’s line, he will handle Concord’s soaps and 
cleaning compounds, industrial waxes, floor finishes. 


The Neighborhood Cleaners Association, in cooperation 
with The Prosperity Company, is putting up a booth at the 


| New York State Fair, September 2-10, Syracuse, N. Y. This 
booth will house a complete operating drycleaning plant, 


laid out with equipment from Prosperity with contributions 
by Cissell, Hoyt, Lamson, DeVilbiss, Fulton and White. 
Plans are being made to have Governor Rockefeller visit 
the booth and perhaps have his coat pressed. Another ex- 
pected visitor is Miss New York State Fair. 
THE 
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HOLMES T. COLLINS JOSEPH HOLLAND 


Holmes T. Collins, Divco-Wayne Corporation, has been 
appointed to the new post of manufacturing vice-president. 
He was formerly a division manager at Divco, and before 
that, assistant general manager and director of purchasing 
at the Wayne division. 

In his new job, he will supervise the production and 
delivery of Divco multistop delivery trucks, Wayne buses 
and Miller-Meteor vehicles. 

Divco Truck Division, Divco-Wayne Corporation, has ap- 
pointed Joseph Holland senior service engineer. This new 
position will coordinate Divco manufacturing and engineer- 
ing with the truck division’s field service activities and 
warranty service program. 


Gibraltar Fabrics, Inc., has enlarged its Brooklyn, N. Y., 
plant by 12,000 square feet. The new space features three | 
street-level loading platforms, 16-foot ceilings and a railroad 
siding. 





L. W. Pierson (right), manager of International Harvester’s | 
International truck sales, is shown presenting a miniature 
model of the 10,000th International Metro-Mite to O. K. Le- | 
Bron, vice-president and general manager of Hertz central 
truck leasing division, as R. C. Burns (left), manager of fleet 
sales for I-H, looks on. 

The occasion was Hertz Corporation’s truck and automo- 
bile leasing and rental organization’s purchase of Metro- 
Mite number 10,000, gold-painted for the event. 


Diamond Alkali Company has announced the following pro- 
motions: J. A. Hughes and W. H. McConnell have been ele- 
vated to the position of senior vice-presidents. Mr. Hughes 
was formerly vice-president—administration and secretary. 
Mr. McConnell was vice-president—marketing. Both men 
are directors. Continued on page 70 
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Darnell Casters Feature a 
Double Ball-Bearing Swivel 
for Efficient Operation ... 


. and will continue to protect your floors and equip- 
ment long after ordinary casters would have been 


consigned to the junk heap. 


RUBBER TREADS . .« . a wide choice of treads 


suited to all types of floors, including Darnelloprene 
oil, water and chemical-resistant treads, make Darnell 


Casters and Wheels highly adapted to rough usage. 


RUST-PROOFED .- . . 


Casters give longer, care-free life wherever water, 


by zinc plating, Darnell 


steam and corroding chemicals are freely used. 


STRING GUARDS .. . . Even though string and 
ravelling may wind around the hub, these string guards 


insure easy rolling at all times. 


LUBRICATION 


are factory packed with a high quality grease that 


. all swivel and wheel bearings 


“stands up’ under attack by heat and water. Zerk 


fittings are provided for quick grease-gun lubrication. 


ASK FOR FREE MANUAL 
DARNELL CORPORATION, Lrp. 


DOWNEY (Los Angeles County) CALIF. 
37-28 SIXTY-FIRST, WOODSIDE 77, L.I., N.Y. 
36 NORTH CLINTON ST., CHICAGO 6, ILL. 
1000 PEACHTREE N. E., ATLANTA, GA. 
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Continued from page 69 

Other Diamond promotions: J. W. Mantz, former general 
manager of the Soda Products Division, has been named to 
the new post of director of trade development. A. B. Tillman, 
former general manager of the Electro Chemicals Division, 
is the new general manager of the Soda Products-Chrome 
Division, a combination of the Soda Products and Chromium 
Chemicals Divisions. F. W. Jarvis, former general manager 
of the Chromium Chemicals Division, has been appointed 
general manager of the Electro Chemicals Division. 

Charles P. Egolf has been appointed assistant manager of 
Diamond Alkali’s Southeastern sales office in Memphis, Tenn. 


Pennsalt Chemicals Corporation recently completed con- 


struction of a 34,000-square-foot plant in Atlanta, Ga. The 


new plant will serve the Southeast with Pennsalt’s full line 


of laundry and drycleaning products as well as products for 


other industries. 


Atlas Valve Company, Newark, N. J., has appointed the 
Rains Company, 756 S. First West St., Salt Lake City, Utah, 


as its sales representative in Utah, Montana, southern Idaho 
and eastern Nevada. 


Ald, Inc., Chicago, has launched a radio continuity program, 
‘ ‘ > 
selling Laundromat laundry store services to America $ 
housewives, over 843 radio stations in 593 cities across the 
country. 
Ald is also distributing a kit of free tie-in banners to 
every licensed Westinghouse Laundromat store. The banners 
repeat the Laundromat commercials in illustration and copy. 
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keeps them smiling-and 
coming back for more! 


Your customers may not know why you turn out a better job, but 
one of the big answers is Jomac 54. On your body presses and 
collar-and-cuff machines, its long-wearing loop-pile fabric gives free 
passage to steam and hot air. That, plus its scorch resistance, 
absorbency and resilience, means an outstanding job—one to bring 
customers back time after time. 

Users report that Jomac 54 cuts downtime 75%... reduces press 
padding costs from 25 to 40%. There are no broken buttons, no 
crow’s-feet, no wrinkles. No wonder smart laundry operators swear 
by it! Get Jomac 54 Press Padding from your nearest laundry dis- 
tributor. Write for his name and address. Jomac, Inc., Dept. 1, 


Philadelphia 38, Pa. 
24-K Press Padding and Jomac 33 also available 
NO WRINKLES 


7 
omac 94 


NO BROKEN 
PRESS PADDING 


BUTTONS NO CROW’'S-FEET 


The Eagle-Picher Company, Celatom Products Department, 


has appointed two new representatives for its Celatom dia- 
tomaceous silica products. Stanley L. Lindberg is the new 
technical sales engineer assigned to the company’s Chicago 
office. Arthur E. Poole joins the New York office in the same 
capacity. 


PAUL L. FREYFOGLE ROBERT E. SANNER 


A. E. Staley Manufacturing Co. has appointed Robert E. 
Sanner to the post of training director. 

Paul L. Freyfogle has been promoted from assistant su- 
perintendent to superintendent of the Decatur, IIl., firm’s dry 
starch section. 

Other promotions are those of W. Harry Walmsley, the 
new assistant general superintendent, and G. James Dustin, 
who succeeds Mr, Walmsley as plant superintendent. 
JOURNAL 
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tery in case of power failure. 
Approved by FCC for business 
radio services. 

Aerotron, Aeronautical Elec- 
tronics, Inc., P. O. Box 6527, 
Raleigh, N. C. 


TRUCK COST CUTTER 

Originally developed for Key 
City Cleaners, Walla Walla, 
Wash., new copyrighted Spar- 
Mac Truck Care Cost Cutter 
envelopes provide a means of 
keeping a monthly day-by-day 
truck cost record. 

SparMac Services, P, O, Box 
196, Walla Walla, Wash. 


COIN-OP PROMOTION 

A colorful new folder for the 
promotion of coin-op laundry 
services has been developed. 
Samples are available, also in- 
formation on other media of 
coin-op advertising such as shop- 
ping bags, tokens, etc. 

Nite "N Day 
ters, 1844 W, 


Miami 35, Fla. 


Launder Cen- 


Flagler St., 


SHIRT SALES KIT 

A kit of sales aid literature 
and point-of-purchase materia] 
is being offered to the retail 
laundry and drycleaning plants 
now selling Registered shirts, 

Registered Shirt Laundry As- 
sociation, Inc,, 38 E, 57th St., 
New York 22, N. Y. 


ENTRANCE PACKAGE 
Narrow Stile 188, a new en- 
trance package for laundries and 


drycleaning plants, includes 
welded aluminum door, frame, 


DESCALER 

Scale-Cleen is a product con- 
taining sulfamic acid and inhib- 
itors that allow the acid to 
clean and dissolve scale with- 
out damaging metal. A color 
indicator shows when the acid 
is spent. The product is a dry 


crystalline material so there is | 


no splash problem. 

Glen R. Pierce, Manager, Dis- 
tributor Sales Division, 
born Chemical Company, Mer- 
chandise Mart Plaza, Chicago 
54, Ill. 


WATER SYSTEM TREATMENT 

A new liquid chemical treat- 
ment, said to stop pitting, cor- 
rosion and scale formation in 
low-pressure steam and hot wa- 
ter heating systems in laundries, 
is called Stop-Pit. A “built-in” 
color indicator shows how much 
treatment is required. 

Glen R. Pierce, Manager, Dis- 
Sales Dear- 


tributor Division, 


and concealed overhead closer @ 


or automatic operator, ready for 


complete installation. Positive @ 


weathering and maximum se- 


curity dead bolt lock are stand- 


ard equipment. 
Kawneer Company, 1105 N. 
Front St., Niles, Mich. 


NEW LEASE PLAN 

Cushman Motors, Lincoln, 
Neb., subsidiary of Outboard 
Marine Corp., has announced a 
new plan for leasing its gaso- 
line - and electric - powered 
Trucksters and Golfsters. The 
vehicles may be used for deliv- 
ery or materials transportation. 

Cushman Motors, Lincoln, 
Neb. 


| MORE THAN 4,000 LAUNDRIES~ 


Dear- | 


INVERSAND ZEOLITE 
WATER SOFTENERS! 


dlernes Why... 


@ Over 200 sizes—one for every flow 


and capacity 
Manual or automatic operation 
Single or multiple units 


Your selection of six different 
zeolites 


@ Unequalled field service 


@ Prices and terms to suit most budgets 
* Suitable for both commercial and in- 
stitutional laundries. Send for Bulletins 
giving full details—or ask to have Rep- 
resentative call without obligation. Spe- 
cialists for 50 years in the economical 
over-hauling, rebuilding, and moderniz- 


ing of all makes of water softeners. 


See ee ee ee B 
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HUNGERFORD & TERRY, INC. 


CLAYTON 8, N. J. 








%& The illustration below is part of a new poster offered to coin store operators 





CAN 
CUSTOMERS 

IN YOUR 
COIN-OP STORE 
SAY THIS? 


CAN IF 
YOU ARE USING 








YOU KNOW, 
IT'S ONLY 


TAKEN HALF THE 


TIME TO DRY 


MY LAUNDRY / SPINS MOST 











EXTRACTORS 


OF COURSE. 
THE 


EXTRACTOR 


OF THE 
WATEK OUT 

















a Customer time savia 


whiter wash 


better service with extra 
conveniences make the Bock Extractor equipped 
Coin-Op the most popular store with most women. 
With a Bock Extractor, you not only promote a faster, 


but you increase profit volume sub- 
stantially. A Bock is always busy, so it soon pays 


for itself by added revenue , , . using no heat, it’s 


economical to operate too! 


Remember this . . . if you want to realize your total 


profit potential, complete your store service with a 


Bock Extractor installation. 


WRITE for complete information on different Bock 
model sizes and available store promotion material. 


BOCK LAUNDRY MACHINE CO. - 3600 SUMMIT STREET e TOLEDO 11, GCHIO 





FUEL SYSTEM CATALOG 


A revised bulletin, No. 1270, 
illustrates and describes O & S 
packaged fuel burning systems. 

Orr & Sembower, 902 Mor- 


gantown Rd., Reading, Pa. 


Pa 


born Chemical Company, Mer- 


chandise Mart Plaza, Chicago 


54, Tl. 


ELECTRONIC DOOR SIGNAL 

The JE 
pact photoelectric 
signals customers’ 
bell, buzzer or chimes, 


Announc-R is a com- 
unit that 
arrival using 
It may 
also be used to activate signs, 
burglar alarms, etc. 

Jackson Electronics Enter- 
Dept. 200, 1116 E. 


Long Beach 12, 


prises, 


Fourth St. 


Calif. 


TANGATE LIFT 


New electro-hydraulic ele- 
vating tailgates feature power 
closing and automatic Jocking, 
and 1,100- and 1,300-pound lift. 

H. S$. Watson Company, 

1316 67th St.. Emeryville 8, 
Calif. PRINTED DISPLAY ROLLS 

An eight-page Display-Flex 
PRESS DRESSING CATALOG booklet describes flexographic 

A new 12-page catalog de- printing, and illustrates display 
scribes dressings for flatwork materials in rolls for window 
and store spectaculars, back- 
ground displays, etc. 

Fuller Displays Inc., 5-39 


48th Ave., Long Island City 1, 


oN, Y, 


ironers and presses, aS well as 


fabrics used in laundries. 
Brown & Co., [765 
New York 57. 


Tingue, 
Carter Ave., 


N. Y. 
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NEWS ABOUT neople 


WEST 


B. Jj. Frazier has extended 
his present building on E. 
Broadway, Hollis, Okla., and 
is adding new laundry equip- 


ment. 


Mr. and Mrs. Dan Hays 


purchased Mitchell 
Wagoner, Okla., 


and Mrs. J. J. Mit- 


have 


Laundry, 


from Mr. 


chell, 


Ed F, Lohmann and his son, 


operators of Home 
Port Arthur, 


Ceorge, 
Laundry Coa., 
Tex., have purchased the main 
plant of Blanton Laundry Co., 
1313 Procter. Blanton also op- 
erates several substations in 


Port Arthur. 


Mitchell Laundry & Dry 
Cleaning, Hilo, Hawaii, which 
was virtually wiped out by the 
May 23 tidal wave, is relocat- 
ing on Shipman St. Glenn 
Mitchell, owner, said the new 


Yaundry will feature drive- 


through facilities, 


THE 


Silver State Laundry has 
contracted for space in the 


planned shopping center at S. 
Lowell Blvd. and W. Be)le- 


view Ave., Denver, Colo. 


Charles Polasek has an- 


nounced the purchase of 


White Star Laundry, Paducah, 


Tex., from Gerald Whatley. 


NORTHWEST 


Dumas Medford (Ore.) 
Laundry was completely de- 
stroyed by a fire of undeter- 
mined origin at a loss in excess 
of $200,000, More than $50,- 
000 of new equipment had re- 
cently been installed, accord- 


ing to Al Dumas, owner. 


Everett Hamilton is the 
owner of the new laundry on 


McLoughlin Blvd, and Chest- 


nut St., Milwaukie, Ore. 


Mr. and Mrs. Chuck Peter- 
son have established a Jaun- 
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dry on G St., Rupert, Idaho. 


The laundry will also serve as 


a pickup station for Carter 


Cleaners. 


LeRoy McNeeley, Rulon 
Skeem and George Bonner, 
operators of a laundry in Buhl, 
Idaho, have opened a branch 


in a newly remodeled building 
on E, Main in Jerome. 


NORTH 
CENTRAL 


Silver Coin Laundry, Che- 
tek, Wis., has opened an addi- 


tion. 


Dale Flynn has joined his 
father-in-law, James Robert- 
son, at Robertson’s Dancing 
Doll Laundry, Sault Ste. 
Marie, Mich, Mr, Flynn will 
eventually take the late Keith 
Robertson’s place at the estab- 


lishment. 


Jon Valentine held a grand 
opening celebration recently at 


the new Sun Mart Laundry, lo- 


cated in the Marion (Iowa) 


Sun Mart. 


Longville (Minn.) Laundry, 
owned by John Tabaka, held 
a grand opening celebration in 
its new cement-block build- 
ing. 


Judge’s Laundry, 171 Mar- 
ket St., Wisconsin Rapids, 
Wis., has opened a dryclean- 
ing establishment in a newly 
remodeled building at 540 E. 
Grand Ave. Tom Judge will 
operate the new establish- 
ment, while his wife, Mavis, 
will manage the laundry fa- 


cilities. 


Mr. and Mrs. Clarence Clark 
have established a laundry in 
the Clark Bldg. on Main St., 
Alma, Wis. 

Arcadia (Wis.) Giant Wash 
Laundry, owned by A, Grant 
Burleigh, held a two-day 
grand opening recently at its 


new location on Main St. 


Howard E. Qualheim is the 


new owner of Darlene’s Laun- 


dry, Odebolt, Iowa, having 
purchased the firm from Mr. 


and Mrs, Ben Krull, 


Verd Miller will manage the 
newly established laundry in 
the former Pierre Pounds 
Bldg. on Main St., Ellsworth, 
Iowa. 


Albert Weinstein and Harry 
Nelson have purchased Ken- 
nedy Laundry Co. of Indiana, 
Inc., 1625 W. Ninth Ave., 
Gary, Ind., from John Sonne- 
veld, The new owners also 
own Tiny Tot Diaper Service, 
General Overall Supply Serv- 
ice and General Linen Serv- 
ice, all of Gary. 


EAST 


John W, Gothard has been 
appointed vice-president and 
general manager of the Penn- 
sylvania Laundry Co. and the 
Pennsylvania Linen Rental 
Service Co., Philadelphia, Pa., 
and its subsidiaries, M. C. 
Goldberg, president, announc- 


ed. The )atter include Hump- 


ty-Dumpty Diaper Service, 
Pennsylvania Northeast Laun- 
dry Corp., Pennsylvania Lin- 
coln Laundry Wild- 
wood, N. J., and Anderson's 


Corp., 


Empire Coat, Apron and 
Towel Supply Co., Atlantic 
City, N. J., as well as branch 


offices and p)ants in Reading, 


Harrisburg and York, Pa. 


Peerless Laundry, Fall 
River, Mass., was the winner 


of the Safety Council Indus- 
trial Safety Contest for the 


first quarter of *60. 


Richard’s Drive-In Laundry, 
297 Lynn St, Peabody, Mass., 
was recently destroyed by fire. 
Richard Huston is the owner. 


Robert G. Young, president 
of Pilgrim Laundry Co,, 
Brooklyn, N. Y., is chairman 
of a new committee that hopes 
to increase job opportunities 
for former mental patients. 
The program is being spon- 
sored by the Brooklyn Associ- 
ation for Mental Health. The 
Employment Committee, 
which Mr, Young heads, plans 


to acquaint prospective em- 





Bulldog —* KOMB 


ALL-IN-ONE 
® PRESSING UNIT 


You get the finest of heat cured foam rubber, Virgin 


fiberglass insulation and a tough, durable, long lasting 
VD. S. Roya) Asbestal) cover COMBINED in this newest 


Bulldog pressing unit... for less than the cost of 


Ordinary cotton pads and cover. No lumps, no bumps, 


no hard spots, Bulldog KOMBI is 
Ringed With Steel for 
Attaching Springs 


HEAVY NYLON DRAW STRING 


On in Minutes— 
It Lasts for Months’ 


We've drawn upon our years of ex- 
perience manufacturing top quality 
pressing pads to develop this new 
KOMBI unit. [ncensive research and 


months of practical use prove it to 
be aff thac could be asked for ideal | 


pressing conditions and quality pro- 
duction. Ask your jobber or write 


us for further information on this | 
fully guaranteed unit. 


xX. S. SMITH, INC. 


RED BANK = NEW JERSEY 


AUGUST, 71960 





EXCLUSIVE ON C/L WASHERS 


YEAR 
GUARANTEE 


on the amazing, LEAK-PROOF 
Cc’/L. Sealomatic 
Trunnion Seal 


* One of 6 exclusive C/L features, each patented 


or patent pending, and each guaranteed for 5 


years! At the critical spots where ordinary wash- 
ers customarily break down, C/L guarantees 5 


trouble-free years! 
WRITE, WIRE OR PHONE FOR FULL C/L STORY 


CUMMINGS - LANDAU 


Laundry Machinery Co., Inc. 
305-317 Ten Eyck St. Brooklyn 6, N. Y. 
HYacinth 7-1616 


Key to bigger 
family laundry sales 


% 1-DAY SERVICE 
% LOWER LABOR COST 

The Key-Tag Checking * NO ERRORS 

System Co., 6509 Hough 

Ave., Cleveland 3, Ohio. 0 a i as ts 


THE KEY-TAG 


[LOT CONTROL] SYSTEM _¢& 


You've read about it. 
It's the answer to 
today’s profit squeeze. 
Get the full story from 





CLASSIFIED 


ADVERTISING RATES 


rd for each 


rtion and 12¢ a wo subsequent, 


same ad, Advertisements set im capitals or 
first insertion, 15¢ a word for subsequent 
nimum charge S2.900 (new or repeat) 


Vin 


uble 


s Wanted ads 10¢ a word for first 


onsecutive msertion of same ad 


epeat). Capitals or bold face type—dor 


hands by the first of the 
Add cost of 5 words if 
nber to be forwarded by us. Rates are 


t be in our 


all orders 


THE LAUNDRY JOURNAL, 466 Lexington Ave., New York 17, N. Y. 
See page 76 for advertisements 











ployers with the abilities of 


recovered mental patients. 


Modern Craft Laundry, 25 
State St., Schenectady, N. Y., 
which recently completed a 
modernization was 
host recently to a group of of- 
ficials and Chamber of Com- 
merce members, who were 


program, 


given an inspection tour by 
Mr, and Mrs. Joseph Carlo, 
proprietors. The public also 
has been invited by the Carlos 


to inspect the facilities. 


Irving Chen, operator of 
Chen Laundry, S. Morris St., 
Dover, N. J., has announced 
plans for establishment of a 
laundry and drycleaning 
agency and a self-service laun- 
dry in the Randolph Shopping 
Center, Route 10 and Center 
Grove Rd. 


SOUTH 


E. J. (Bud) Enderlin recent- 
ly opened Enderlin Laundry 
and Cleaners, 10th and Main, 
Stuttgart, Ark. 


T&E Launderers and Dry 
Cleaners, 931 W. Marshall St., 
Richmond, Va., has purchased 
the 63-year-old Model Laun- 
dry & Cleaners, 2503 E. Mar- 
shall St. Herbert Fried, pres- 
ident of T&E, said some of 
Model’s machinery will be 
moved to the T&E plant. Mr. 
Fried also heads Royal Laun- 
derers and Dry Cleaners, 
which controls T&E. 


New Method Laundry, in 
the 1700 block of W. Balti- 
more St., Baltimore, Md., was 
hit by a three-alarm fire re- 


cently. 


Kenneth Rush has purchased 
Croppers Laundry and Dry 
Cleaning, 606 S. Broadway, 
Lexington, Ky. 

Harding Laundry and 
Cleaners, Searcy, Ark., has an- 
nounced plans for construc- 
which 


tion of extension, 


will 


an 
house a _ coin-operated 


laundry. 


Couvillion’s Laundry and 
Dry Cleaners and Lyles’ Laun- 
dry, Shreveport, La., have 
been purchased by Ben Levy, 


THE 


3c: of New Way 
Dry Cleaning and Laundry, 
The names of both firms have 
been changed to New Way 


president 


and both plants have been 


completely renovated. 


Bond Laundry and Dry 
Cleaning Co., 532 E. Third 
St., Lexington, Ky., was dam- 


aged by fire recently. 


State Central Laundry and 
Correctional Camp, located at 
Marriottsville and Buttercup 
Rds., Sykesville, Md., was for- 
mally dedicated recently, with 
state officials attending the 
exercises. The plant is design- 
ed to take care of the laundry 
needs of Springfield and Spring 
Grove Hospitals and the Rose- 


wood Training School. 


Canaveral Laundry Co., 
Cocoa, Fla., has been granted 
approval to issue 50,000 shares 
of common stock. Proceeds of 
the stock sale will be used to 
construct a new building on 
Merritt Island on Causeway 
Highway 520, and to purchase 
equipment to enter the linen 
supply field. The firm formerly 
operated under the name of 
Starlite Cleaners and Laundry. 


CANADA 


Sturgeon Falls (Ont.) Laun- 
dry Service, Ltd., with head- 
quarters in Brantford, has 
been incorporated with direct- 
ors H. L. Hagey, Rose Swider 
and Madeline Ward. 

Cecil Norton, operator of 
Peerless Laundry on Emerald 
St., Woodstock, N. B., for the 
past 36 has sold the 
property occupied by the laun- 
dry to the town. The area will 
be converted to a parking lot. 


years, 


Sherbrooke (Que.) Laundry 
and Dry Cleaners, Ltd. has 
expanded its facilities by add- 
ing a three-story extension to 
its Frontenac St. plant. Nelson 
S. Lothrop is president of the 


firm. 


City Laundry & Dry Clean- 
ers (Verdun) Ltd., been 
granted an application by the 
City Council to build a one- 
story extension to its present 
buildings at 1075 Hickson 
Ave., Verdun, Que. 


has 
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OBITUARIES 


FRED A, PFEIFFER, 47, business 1958-1959, in the service of 4 REE! ER EE! 


manager of Up-to-Date Laun- 
dry & Cleaning Company, 
Cleveland, Ohio, died recently. 
Mr. Pfeiffer was treasurer of 
Mayfield Kiwanis Club, and 
had been scoutmaster of Boy 
Scout Troop 139 and of Cub 
Pack 42. 
wife, daughter and two sons, 


Surviving are his 


Kerr Rospertson, 23, who 
was associated with his father, 
James, in Robertson’s Dancing 
Doll Laundry, Sault Ste. 
Marie, Michigan, was drown- 
ed in the upper St. Mary’s 
River. After spending two 
years at the Sault Branch of 
Michigan Tech, he attended 
the American Institute of 
Laundering school in 1957, In 


the National Guard, he took 
his basic training at Fort 
Leonard Wood, Missouri. He 
created and headed the gar- 
ment rental and linen supply 
department at the laundry. 
Besides his parents, he is sur- 
vived by a sister, grandfather 


and grandmother. 


Pau Scuroeper, 80, owner of 
Coeur d’Alene (Idaho) Laun- 
dry and Dry Cleaners, died 
recently, Mr. Schroeder had 
been regarded as Coeur 
d’Alene’s senior businessman 
from the standpoint of years 
with the same company. Sur- 
viving are his wife, son and 
daughter all of whom are ac- 
tive in the business. 


convention catenpar 


Virginia Association of Launderers and Cleaners, Inc. 
Hotel Roanoke, Roanoke, Virginia, August 21-23 


New York State Launderers & Cleaners Association 


Scaroon Manor, Schroon Lake, N 


New York, September 15-17 


Dry Cleaners and Launderers Institute (Ontario) 


Koyal York Hotel, Toronto, 
18—20 


Ontario, Canada, September 


Council of Laundry Association Executives 
Bel Air Hotel, St. Louis, Missouri, October 5-7 


Pennsylvania Laundryowners Association 
Pocono Manor Inn, Pocono Manor, Pennsylvania, October 


20-23 


Institute of industrial Launderers 
Roosevelt Hotel, New Orleans, Louisiana, November 6-10 





L dry and Cl 


s Allied Trades Association 


Hollywood Beach Hotel, Hollywood Beach, Florida, Novem- 


ber 16-18 


Mississippi Laundry and Cleaners Association 
Edgewater Hotel, Biloxi, Mississippi, December 3-4 


1961 


National Institute of Rug Cleaning 


Chalfonte-Haddon Hall Hotel, 


January 20-24. With exhibit 


Atlantic City, New Jersey, 


American Institute of Laundering 
Bellevue-Stratford Hotel, Philadelphia, Pennsylvania, Janu- 


ary 31—February 1 


National Institute of Drycleaning 
Philadelphia, Pennsylvania, February 2-5. With exhibit 


Diaper Service Industry Association 
Statler Hilton Hotel, New York, New York, April 16-19 


Linen Supply Association of America 
Fontainebleau Hotel, Miami Beach, Florida, April 30-May 4 


AUGUST, 1960 





SEND FOR YOUR FREE SAMPLE OF 


Enduro 


SPECIAL RICE STARCH 


@ SATISFY CRITICAL CUSTOMERS 


Quality starching is the recognized advantage of 
rice starch, End complaints regarding cracking, 
blistering, razor edges. Achieve an unsurpassed 
white, soft-lustre finish, 


@ CUT OVERALL COSTS 


No Starch Build Up! Less time spent cleaning press 
heads, sleevers, ironer chests. Reduce ironing and 


pressing man hours 10 to 15%. 


SAVE UP TO 50% 


ON STARCHING OPERATIONS 
Prove It Without Cost! 


SEND FOR A WORKING SAMPLE TODAY 


AURORA MANUFACTURING CORP. 
74-76 WYTHE AVE. 


BROOKLYN I1, N. Y. 





The advanced 
engineering 
features of 


CHICAGO @ 
IRONERS 


assure performance er years ahead! 
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100 to 5000 Ibs. daily capacity 


Whether you need an ironer for a new laundry operation or to replace 





an obsolete machine, it will pay you to get information and a quotation 
on a Chicago ironer. It will produce quality flatwork with a reasonable 


Available steam or gas heated 


investment and low operating costs 


CHICAGO DRYER COMPANY b 


e CHICAGO 39, ILLINOIS © 








classified department 


Mail your box number replies to THE LAUNDRY JOURNAL, 466 Lexington Ave., New York 17, N. Y. 





LAUNDRIES AND CLEANING PLANTS FOR SALE 


HELP WANTED 





Complete laundry and drycleaning plant for sale in Iowa. Sales last year 
$67,000. Good lease on building. Will sacrifice on account of other busi- 
ness interest. ADDRESS: Box 2274, THE LAUNDRY JOURNAL. -2 


A GOLDEN OPPORTUNITY: If you have the proper background, we will 
train you to become a plant manager. Write or call National Industrial 
Laundries, 1100 Sherman Avenue, Elizabeth, New Jersey. 2306-7 





For sale: Fast service, well equipped, home, commercial, and self-service 
laundry. Only commercial laundry in town, population 3,700. Located 
40 miles west of Wichita, Kansas, on Highway 54. For full information 
write or phone, Nu-Way Laundry, Kingman, Kansas. PH 956. 2310-2 
Laundry in Connecticut, well-equipped plant, doing all family work, 
good clientele. Grossing $65,000, gold mine to right party. $25,000 will 
handle, plus terms, financing available. ADDRESS: Box 2335, THE LAUN- 
DRY JOURNAL. -2 
FOR SALE: In growing south Texas town, modern commercial laundry, 
including equipment, building and real estate. Small down payment, 
owner will help finance balance. ADDRESS: Box 2345, THE LAUNDRY 
JOURNAL. -2 
Complete commercial laundry. Possibility for added coin-op. Includes de- 
livery truck. Mountain resort town. Business and routes established. 
Apartment space upstairs. WOODLAND LAUNDRY, Box 8, Woodland 
Park, Colorado. 2346-2 
Established 21 years, in central Pennsylvania, small laundry, specializing 
in quality work. Cash-and-carry. Building has two apartments. Yearly 
sales $45,000—Sacrificing, il] health. ADDRESS: Box 2347, THE LAUNDRY 
JOURNAL. -2 
Laundry, drycleaning and rug cleaning plant for sale, largest in western 
Maryland, 1959 sales $500,000. Brick building with large storage vault, in 
fast-growing community. Owners have other interests is reason for sell- 
ing. For further information contact Leo H. Miller, Second National Bank 
Bldg., Hagerstown, Md. 2355-2 


BUSINESS OPPORTUNITIES 
coin-operated reducing salon. Complete seven- 


Request details. 
2332-11 




















Open an “‘unattended”’ 
unit package only $2,975 direct from manufacturer. 
Write: Trimian Manufacturing, 4812 Irvington, Houston, Texas. 


BUSINESS SERVICE 


Suits double-breasted made single. $9.95. Tailoring of any kind whole- 
sale. Also instructions by mail. Talis, 11 Pleasant St., Worcester, Mass. 
2163-10 





CONSULTANTS 


single departments, or individual prob- 
lems. Any type laundry—commercial, linen supply, family, industrial, 
institutional. All phases including methods, incentives, layouts, produc- 
tion controls, mechanical, chemical, textile. HARRY COHEN, LAUN- 
DRY MANAGEMENT CONSULTANT, 745 Fifth Avenue, New York 22, 
N. Y. Tel.: Eldorado 5-1353. 1612-25 


SALESMEN WANTED 


HOTEL, HOSPITAL, COMMERCIAL LAUNDRY SUPERINTENDENTS AS 
PART-TIME SALESMEN. If you have experience in this field and are lo- 
cated in a city of 100,000 or over, we have an attractive proposition 
which requires 6 hours weekly, from home or office. ADDRESS: Box 2353, 
THE LAUNDRY JOURNAL. -14 
SALES REPRESENTATIVE. LAUNDRY DETERGENT. NATIONALLY 
KNOWN CHEMICAL MANUFACTURER is expanding their sales force in 
the Pittsburgh and St. Louis area. Person should have primary experience 
in WASHROOM CHEMICAL SALES. OPPORTUNITY FOR ADVANCE- 
MENT with excellent benefit program and stock option plan. Salary, car 
and expenses. Write details of experience and salary requirements. 
ADDRESS: Box 2354, THE LAUNDRY JOURNAL. -14 


SITUATIONS WANTED 


Production and quality, laundry and drycleaning manager, hotel, hospital 
or family plant. Train operators in each department. 10 years with gov- 
ernment, 13 years in civilian plants. Sober, married. Position must be 
steady. Will locate anywhere. ADDRESS: Box 2348, THE LAUNDRY 
JOURNAL. 5 





Surveys of complete plants, 

















Laundry superintendent “available soon. Thoroughly experienced. in mod- 
ern production methods and wage incentives. Capable trainer of operators 
especially shirt and wearing apparel presses. ADDRESS: Box 2367, THE 
LAUNDRY JOURNAL. 5 
SALES MANAGER—excellent background in all phases of retail laundry 
and drycleaning merchandising. Fully experienced in route training, 
store promotions and advertising. Desires position with top quality, sales 
minded firm. References and resume on request. ADDRESS: Box 2341, 
THE LAUNDRY JOURNAL. 5 
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GENERAL MANAGER—Medium-size plant in New England. Combined 
linen supply and laundry business. Excellent opportunity for competent 
man to direct and control both sales and production departments. Salary 
and performance bonuses would assure a good income for qualified 
man. Write full details of past and present employment, education and 
references, All replies will be treated in strictest confidence. ADDRESS: 
Box 2339, THE LAUNDRY JOURNAL. 7 
Young man. . . production assistant to general laundry-drycleaning su- 
perintendent. Position with a good future. Large quality retail plant, cen- 
tral Connecticut. State in detail qualifications, job history, educational 
background. ADDRESS: Box 2349, THE LAUNDRY JOURNAL. 7 
You will have unlimited opportunity for advancement with America’s 
largest and fastest-growing family laundry and drycleaning group. We 
are interested in recent NID OR AIL GRADUATES OR YOUNG MEN 
WITH EQUIVALENT EXPERIENCE. Send complete resume of background 
and recent photo to Box 2350, THE LAUNDRY JOURNAL. All replies will 
be held confidential. 7 











SUPERINTENDENT: Permanent position with a future for young man. It is 
necessary that you have some experience in pressing shirts or dryclean- 
ing. Apply HUB LAUNDRY, INC., 37th & Eastern Avenue, Mt. Rainier, 
Maryland (suburb of Washington, D. C.). Week-end interview can be ar- 
ranged. 2351-7 
LAUNDRY SUPERINTENDENT for modern, growing industrial laundry. 
Excellent opportunity. Permanent job with future for man experienced in 
laundry production methods. Plant located in northeastern Ohio. Send 
complete resume. ADDRESS: Box 2352, THE LAUNDRY JOURNAL. -7 
LAUNDRY MANAGER: New position in growing Ohio Hospital (326 beds 
and new laundry in 1961). Applicants must have following qualifications : 
Minimum of 5 years experience as manager; institutional experience pre- 
ferred; ability to establish sound system of linen control; knowledge of 
maintenance and repair of laundry equipment; skill in supervising and 
instructing personnel. Salary open. ADDRESS: Box 2366, THE LAUNDRY 
JOURNAL. -7 
PROFESSIONAL NOTICES 


CARRUTHERS’ BULLETIN—the statistical Bulletin for the laundry and 
cleaning industries—weekly sales reports—monthly cost trends and 
articles of timely interest. 64 Bulletins—$15 annually—check in advance 
1 yr. $13.50, 2 yrs. $25. John Carruthers & Co., Inc., 909 Little Building, 
Boston—a 1 organization affiliated with John Carruthers & Com- 
pany, Accountants and Management Consultants, Boston, Hartford and 
Washington. 201-27 


MISCELLANEOUS MERCHANDISE FOR SALE 


LAUNDRY LISTS—4'/4x11”—$1.50 per 1,000 in 15,000 lots. White 16 lb. 
bond. Park Printing, 1323 Pennsylvania Avenue, Pittsburgh 33, Pa. 

2240-45 
EQUIPMENT FOR SALE—Why make expensive repairs on obsolete dump 
valves when modern, leakproof, air-operated diaphragm valves cost so 
little? Write George W. Kriegh Laundry Machinery Co., 1786 No. Spring 
Street, Los Angeles 31, Calif. 2102-45 
NYLON LAUNDRY NETS 24x36” ONLY $13.50 PER DOZEN, HANKY 
NETS $3.95 PER DOZEN, 18x30” NETS $8.95 PER DOZEN. WRITE L. S. 
SUPPLY COMPANY, 211-57 18th AVENUE, BAYSIDE 60, N. Y. 2241-45 


SUEDE AND LEATHER SERVICE 


Wholesale leather and suede cleaning, redyeing, refinishing. Hun- 
dreds of satisfied customers in every state. Open account. Try our 
exclusive DAVOTEX process. You will become a regular customer. 
C. O. D. CLEANING & DYEING CO., 1430 Harrison St., Davenport, 
Iowa. 654-13 
SUEDE and LEATHER—Cleaned, dyed, refinished. Guaranteed ‘‘FRENCH- 
TEX" process. LaFRANCE DYE HOUSE, 7606 Carnegie Ave., Cleveland 
3, Ohio. ‘‘Member of the S. L. R. A." 2239-13 
FROM OUT OF THE WEST, comes suede & leather work at its BEST. 
RICHARD KELLEY’S MEL-O-FLEX SUEDE & LEATHER REFINISHING 
SERVICE, 500 West Grand, Oklahoma City 2, Okla. Member N.I.D. and 


S. LR. A. 2270-13 
REPAIRS — PARTS — SERVICE 


REPAIR PARTS FOR ASHER IRONERS; GEARS ALL SIZES. Expert service 
men. Full line of Asher ironers rebuilt by men who know how. BAEHR 
LAUNDRY MACHINE CO., 29 Calumet Street, Newark 5, N. J. 1228-37 
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MACHINERY WANTED 


MACHINERY FOR SALE (Cont'd) 





42x 84 MONEL WASHER. 2-DOOR, 2-COMPARTMENT, MANUAL OR 
SEMI-AUTOMATIC, TROY OR AMERICAN, IN GOOD OPERATING CON- 
DITION. SAN ANTONIO LAUNDRY, 226 E. MARKET ST., SAN AN- 
TONIO, TEXAS. 2368-3 


MACHINERY FOR SALE 


AMERICAN and TROY 5-ROLL 100” IRONERS, ironing goods on both 
sides in single pass. Can be arranged for return feed. CUMMINGS-LAN- 
DAU Laundry Machinery Co., 313 Ten Eyck Street, Brooklyn 6, N. Y. 

6766-4 


8-ROLL 120” AMERICAN and TROY IRONERS, REBUILT IN NEW MA- 
CHINE CONDITION. CUMMINGS-LANDAU Laundry Machinery Co., 313 
Ten Eyck Sireet, Brooklyn 6, N. Y. 6799-4 


CUMMINGS-LANDAU NOW MARKING QUICK DELIVERIES OF NEW 
ALL-WELDED STAINLESS-STEEL CYLINDERS. REPLACE YOUR WORN 
CYLINDERS WITH CUMMINGS-LANDAU STAINLESS-STEEL CYLINDERS 
WITH OUR PINCH- AND FOOL-PROOF DOORS AND ELIMINATE YOUR 
TEARING COMPLAINTS. CUMMINGS-LANDAU Laundry eae | ep 
305 Ten Eyck Street, Brooklyn 6, N. Y. 


TROY and AMERICAN LATE-TYPE 6-ROLL 120” STREAMLINED FLAT- 
WORK IRONERS. READY FOR IMMEDIATE DELIVERY. CUMMINGS- 
LANDAU Laundry Machinery Co., 313 Ten Eyck Street, Brooklyn 6, N. Y. 

6618-4 


AMERICAN 4-ROLL 100” and 120” STANDARD FLATWORK IRONERS. 
COMPLETE WITH VARIABLE-SPEED MOTORS. NEW MACHINE GUAR- 
ANTEE. CUMMINGS-LANDAU Laundry Machinery Co., Brooklyn 6, 
N. ¥. 9318-4 


40” AMERICAN OPEN TOP EXTRACTORS WITH AUTOMATIC BRAKE 
RELEASE. 40” HOFFMAN EXTRACTOR WITH EXPLOSION PROOF MO- 
TOR. CUMMINGS-LANDAU Laundry Machinery Co., 305 Ten Eyck St., 
Brooklyn 6, N. Y. 598-4 


MONEL METAL WASHERS. AMERICAN CASCADE, 1 COMPARTMENT, 
1 DOOR, MOTOR-DRIVEN, 30 x 48”, 30 x 30”, 24 x 36”, 24 x 24”, RE- 
BUILT LIKE NEW. CUMMINGS-LANDAU Laundry Machinery Co., 305 
Ten Eyck St., Brooklyn 6, N. Y. 693-4 


60” AMERICAN ZEPHYR, HOFFMAN AMICO AND TOLHURST CENTER 
SLUNG OPEN TOP EXTRACTORS WITH COPPER AND STAINLESS STEEL 
BASKETS. CUMMINGS-LANDAU Laundry Machinery Co., 305 Ten Eyck 
St., Brooklyn 6, N. Y. 600-4 


HUEBSCH 25” COMBINATION HANDKERCHIEF AND NAPKIN IRONERS 
COMPLETE WITH FLUFFER AND TABLE, 4 CISSELL MASTER HOSIERY 
DRYERS, LIKE NEW. CUMMINGS-LANDAU Laundry Machinery Co., 
305 Ten Eyck Street, Brooklyn 6, N. Y. 9943-4 


AMERICAN 120”, 12-ROLL IRONER, THOROUGHLY REBUILT; IN NEW 
MACHINE CONDITION. READY FOR IMMEDIATE DELIVERY. CUM- 
MINGS-LANDAU Laundry Machinery Co., 305 Ten Eyck St., Brooklyn 6, 
me, 647-4 


48” HOFFMAN AMICO, FLETCHER WHIRLWIND and AMERICAN OPEN- 
TOP MOTOR-DRIVEN EXTRACTORS. READY FOR PROMPT DELIVERY. 
CUMMINGS-LANDAU Laundry Machinery Co., 313 Ten Eyck Street, 
Brooklyn 6, N. Y. 6983-4 
Five 42 x 84” AMERICAN MASTER CASCADE DOUBLE END-DRIVEN 
MONEL WASHERS with 2-compartment, 2-door cylinders. IN EXCELLENT 
CONDITION. SOME EQUIPPED WITH NEW MOTORS and CONTROLS. 
CUMMINGS-LANDAU Laundry Machinery Co., 313 Ten Eyck Street, 
Brooklyn 6, N. Y. 6910-4 
2-ROLL 100”, 110” and 120’ AMERICAN AND CL RETURN-FEED IRON- 
ERS. MECHANICALLY EQUAL TO NEW. CUMMINGS-LANDAU Laun- 
dry Machinery Co., 305 Ten Eyck St., Brooklyn 6, N. Y. 735-4 


PROSPERITY POWER CIRCLE 2 GIRL SHIRT UNIT CONSISTING OF THE 
FOLLOWING PRESSES:—COLLAR AND CUFF, BOSOM, YOKE AND 
TWO LAY SLEEVE PRESS. CUMMINGS-LANDAU Laundry Machinery 
Co., 305 Ten Eyck St., Brooklyn 6, N. Y. 9942-4 


PROSPERITY LATEST TYPE SPORT SHIRT UNIT, complete with TUMBLER 
AND DRYSET VACUUM UNIT. Used less than one year. Equal to new 
in every respect. Cummings-Landau Laundry Machinery Co., 305 Ten 
Eyck St., Brooklyn 6, N. Y. 1537-4 


AMERICAN MASTER CASCADE, " DOUBLE-END-DRIVEN, CONVERTED 
TO SILENT CHAIN DRIVE AND ‘’V"’ BELT DRIVE AT MOTOR, 44 x 96”, 
44 x 108”, 44 x 120” MONEL METAL WASHERS with 3 and 4 pockets. 
CUMMINGS-LANDAU, 313 Ten Eyck St., Brooklyn 6, N. Y. 1726-4 


AMERICAN STREAMLINED 6-ROLL IRONER, WITH HAMILTON SPRING 
PADDED ROLLS AND VACUUM DEVICE, IN NEW MACHINE CONDI- 
TION. CUMMINGS-LANDAU, 313 Ten Eyck St., Brooklyn 6, N. Y. 1729-4 


AMERICAN, TROY AND SMITH-DRUM MONEL METAL WASHERS. 
MOTOR-DRIVEN, 42 x 96” 2-POCKET and 3-POCKET, 42 x 72” 2- 
POCKET. CUMMINGS-LANDAU, 313 Ten Eyck St., Brooklyn 6, N. Y. 

1730-4 






























































AUGUST, 1960 


48 x 126” AMERICAN MAMMOTH CASCADE WASHERS WITH NEW 
ELECTRICAL EQUIPMENT AND NEW 3-, 6-, or 9-COMPARTMENT 
STAINLESS-STEEL CYLINDERS. CUMMINGS-LANDAU Laundry Machin- 
ery Co., 313 Ten Eyck Street, Brooklyn 6, N. Y. 9368-4 


6—AMERICAN SUPER-ZARMO DUCK COAT PRESSES, 4 AMERICAN 
FOLDMASTERS, EITHER FOR 7” or 8” FOLD. CUMMINGS-LANDAU, 
313 Ten Eyck St., Brooklyn 6, N. Y. 1733-4 


ONE—AMERICAN FULLY AUTOMATIC WASHWHEEL FORMULA CON- 
TROL MODEL 050M. CUMMINGS-LANDAU Laundry Machinery Co., 305 
Ten Eyck Street, Brooklyn 6, N. Y. 1900-4 


PROSPERITY 51” wearing apparel presses. Power Circle, rebuilt. TAL- 
LEY LAUNDRY MACHINERY COMPANY, Greensboro, N. C. 1803-4 


16 x 100” AMERICAN 41210 RETURN-FEED FLATWORK IRONERS. 
MOTOR-DRIVEN. PROSPERITY POWER CIRCLE AND AMERICAN SUPER 
ZARMO 51” TAPERED PRESSES. VERY REASONABLY PRICED. CUM- 
MINGS-LANDAU, 305 Ten Eyck Street, Brooklyn 6, N. Y. 2109-4 


40” AMERICAN, TOLHURST, TROY DIRECT MOTOR-DRIVEN EXTRAC- 
TORS. CUMMINGS-LANDAU, 305 Ten Eyck Street, Brooklyn 6, N. Y. 
2110-4 























54 x 120” C/L REBUILT MONEL METAL WASHER, NEW DOUBLE END 
ROLLER CHAIN DRIVE, NEW C/L EVERTITE DOORS, DIRECT MOTOR- 
DRIVEN THRU “'V" BELT. EQUAL TO NEW IN EVERY RESPECT. CUM- 
MINGS-LANDAU, 305 Ten Eyck Street, Brooklyn 6, N. Y. 2111-4 


CABINET SLEEVERS, PROSPERITY AND AMERICAN WITH MEASURING 
DEVICE. READY FOR PROMPT DELIVERY. CUMMINGS-LANDAU, 305 
Ten Eyck Street, Brooklyn 6, N. Y. 2112-4 








All metal ‘bundle trucks, with rubber castings in A-1 condition. Size: 
63” long, 5’6” high, 16” deep. $35.00 each. ADDRESS: Box 2084, 
THE LAUNDRY JOURNAL. 4 


5 NATIONAL FANTOM FAST MARKING MACHINES AND 5 LISTING 
MACHINES. CUMMINGS-LANDAU, 305 Ten Eyck Street, Brooklyn 6, 
N. Y. 2116-4 


PANTEX, HOFFMAN MODEL X AND PROSPERITY MODEL EZD AIR- 
OPERATED DRYCLEANING PRESSES. THOROUGHLY REBUILT. CUM- 
MINGS-LANDAU Laundry Machinery Co., 305 Ten Eyck St., Brooklyn 
6, N. Y. 2178-4 








3—42 x x 84” “AMERICAN CASCADE UNLOADING - WASHERS, two-c -com- 
partment, 2-door cylinders, 220 v. 3 HP. 60 cycle electrical equipment. 
Not rebuilt but in good operating condition. CUMMINGS-LANDAU, 
305 Ten Eyck St., Brooklyn 6, N. Y. 2202-4 


20”, 26", 28” and 30” EXTRA-DEEP AMERICAN, FLETCHER, “PELLERIN, 
TROY EXTRACTORS. Motor-driven. Some with NEW electrical equip- 
ment. Copper or stainless-steel baskets. READY FOR PROMPT DELIV- 
ERY. CUMMINGS-LANDAU, 305 Ten Eyck § St., Brooklyn 6, N. Y. 2222-4 


20” HUEBSCH HANDKERCHIEF IRONERS with fluffers, like new. r, Talley 
ioantry Machinery Co., Greensboro, N. C. 1267-4 


UNIPRESS TWO-GIRL SHIRT UNIT, - rebuilt, Talley Laundry Machinery 
Co., Greensboro, N. C. 1277-4 


30 x 30 AMERICAN STAINLESS- STEEL WASHERS, excellent condition. 
Tolley Laundry Machinery Co., Grecnsheve, N. 1278-4 


AMERICAN IRONER, 2-roll 100”, rebuilt in A-1 condition, TALLEY 
LAUNDRY MACHINERY COMPANY, Greensboro, N. C. 1804-4 








Five TROY 48” open-top extractors at a bargain price. TALLEY. LAUN- 


DRY MACHINERY COMPANY, Greensboro, N. C. 1806-4 


PROSPERITY and J AJAX air- dziven utility presses. TALLEY LAUNDRY 
MACHINERY COMPANT, Greensboro, N. C. 1808-4 


42 x 84 and 42 x 96 AMERICAN and HOFFMAN rebuilt washers—in ex- 
cellent shape. TALLEY LAUNDRY MACHINERY COMPANY, Greensboro, 
x. ©. 1811-4 


36x x 30 HUEBSCH GAS-FIRED TUMBLERS, like new. Talley Laundry Ma 
chinery Co., Greensboro, N. C. 


HOFFMAN x MODEL | PRESSES, ‘factory rebuilt, Talley Laundry Machin- 
ery Co., Greensboro, N. C 1280-4 


40” and 48” AMERICAN. ‘all stainless-steel open-top extractors—perfect 
shape. TALLEY LAUNDRY MACHINERY COMPANY, Greensboro, N. C. 
1802-4 


1—AMERICAN ‘CLASS 121, 5- lane Stackrite stacker. Mechanically equal 
to new. CUMMINGS-LANDAU Laundry Machinery Co., 305 Ten Eyck 
St. Brooklyn 6, N. Y. 2097-4 
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MACHINERY FOR SALE (Cont'd) 





CALL! WRITE! WIRE! “DON’T DILLY-DALLY, CALL TALLEY.” We 
have a complete stock of late model rebuilt laundry and drycleaning 
machinery. Low terms to suit you! TALLEY LAUNDRY MACHINERY CO., 
GREENSBORO, N. C. 2052-4 


PROSPERITY CABINET SLEEVERS—late models. TALLEY LAUNDRY MA- 
CHINERY, GREENSBORO, N. C. 2053-4 
PROSPERITY 200 AUTOMATIC OPEN-END WASHERS—Just arrived. 
TALLEY LAUNDRY MACHINERY, GREENSBORO, N.C . 2054-4 
PROSPERITY 8-ROLL x 132” IRONER—excellent shape. TALLEY LAUN- 
DRY MACHINERY, GREENSBORO, N. C. 2057-4 


PROSPERITY TWO-GIRL SHIRT UNITS, rebuilt and guaranteed. TALLEY 
LAUNDRY MACHINERY, GREENSBORO, N. C. 2058-4 


20” HUEBSCH HANDKERCHIEF IRONERS with flutters, like new. TAL- 
LEY LAUNDRY MACHINERY, GREENSBORO, N. C. 2059-4 


Six-roll 120” AMERICAN and TROY rebuilt ironers. TALLEY LAUNDRY 
MACHINERY, GREENSBORO, N. C. 2063-4 


PROSPERITY 51” wearing apparel presses. Power Circle, rebuilt. TALLEY 
LAUNDRY MACHINERY, GREENSBORO, N. C. 2065-4 
36 x 30 HUEBSCH GAS-FIRED TUMBLERS, like new. TALLEY LAUNDRY 
MACHINERY, GREENSBORO, N. C. 2066-4 


HOFFMAN X MODEL PRESSES, factory rebuilt. TALLEY LAUNDRY MA- 
CHINERY, GREENSBORO, N. C. 2067-4 


40” and 48” AMERICAN all stainless-steel] open-top extractors—perfect 
shape. TALLEY LAUNDRY MACHINERY, GREENSBORO, N. C. 2068-4 


Unipress and Prosperity cabinet sleevers—late models. ADDRESS: Box 
2174, THE LAUNDRY JOURNAL. 4 


Like new ‘‘Prospertrol.’’ Fully automatic washwheel controls. Govern- 
ment cost $2,675—while they last $285 each. You can’t afford to let this 
bargain go. Call or write: Talley Laundry Machinery Co., Greensboro, 
N. C. 2175-4 


Just arrived! A number of 42x72 American and Hoffman washers in 
A-1 condition. Excellent buys! Talley Laundry Machinery Co., Greens- 
boro, N. C. 2176-4 


Like new. 
2177-4 


Air-driven New Yorker mushroom drycleaning presses. 


Cheap! Talley Laundry Machinery Co., Greensboro, N. C. 


ASHER ironers 48 x 120, 32 x 120. Rebuilt, big stock, terms. Baehr Laun- 
dry Machine Company, 29 Calumet Street, Newark 5, N. J. 2240-4 


Two—42 x 84” ELLIS two-pocket UNLOADING WASHERS; One—42 x 54” 
AMERICAN two-pocket UNLOADING WASHER. Two—50” ELLIS Notrux 
extractor, One—PURKETT 72” hot shake-out tumbler with conveyor. 
One—AMERICAN small-piece folder. CHICAGO USED & NEW LAUN- 
DRY EQUIPMENT CO., INC., 3128 West Lake Street, Chicago 12, Illinois. 
NEvada 8-7764. 2136-4 


One—SUPER 2-roll 120” chest-type steam-heated return ironer—factory 
rebuilt. One—Used 8-roll 120” chest-type ironer. SUPER LAUNDRY 
MACHINERY COMPANY, 1113 West Cornelia Avenue, Chicago 15, 
Nlinois. 2137-4 


WILLIAMS LAUNDRY MACHINERY CO.—All sizes and types of new 
and used laundry and drycleaning equipment; WASHERS, EXTRACTORS, 
TUMBLERS, FLATWORK IRONERS, etc. Items available too numerous to 
mention. Also jobbers for Milnor, Super, Heubsch, etc. Can satisfy all 
machinery needs at BARGAIN PRICES. We are in a position to furnish 
parts for all makes and models of equipment available. For further infor- 
mation CALL STillwell 6-6666 or write WILLIAMS LAUNDRY MACHIN- 
ERY CO., Inc., 37-37 9th St., Long Island City 1, N. Y. 2289-4 


FOR SALE: Washer-extractors, fully automatic with supply injection; 2— 
200 lb.; 1—100 lb.; 1—60 lb. six months old. 1—used 8-roll 120” flatwork 


ironer. ADDRESS: Box 2315, THE LAUNDRY JOURNAL. -4 


PROSPERITY, AJAX, and AMERICAN air-driven completely rebuilt Mush- 


room Laundry Presses. SCIENTIFIC SUPPLY CO., INC., 800 WATER 
STREET, DENVER 1, COLORADO. 2356-4 


HOFFMAN X Mode! Presses, Utility and Mushroom, completely rebuilt. 
Also other Laundry & Drycleaning items. SCIENTIFIC SUPPLY CO., INC., 


800 WATER STREET, DENVER 1, COLORADO. 2357-4 
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MODERN LAUNDRY & DRY CLEANERS, 2503 East Marshall Street, Rich- 
mond, Virginia, being sold piece by piece! LIQUIDATORS: TALLEY 
LAUNDRY MACHINERY COMPANY, Greensboro, North Carolina. CALL: 
Greensboro BR 4-1594 or Richmond, MI 9-0842. 2360-4 


Liquidation Sale of MODERN LAUNDRY & DRY CLEANERS, 2503 East 
Marshall Street, Richmond, Virginia. LIQUIDATORS: TALLEY LAUNDRY 
MACHINERY COMPANY, Gr boro, North Carolina, CALL: Greensboro 
BR 4-1594 or Richmond MI 9-0842. 2361-4 





Sale now going on of large, modern laundry and drycleaning plant: 
MODERN LAUNDRY & DRY CLEANERS, 2503 East Marshall Street, Rich- 
mond, Virginia. Sale conducted by: TALLEY LAUNDRY MACHINERY 
COMPANY, Greensboro, North Carolina. CALL: Greensboro BR 4-1594 or 
Richmond MI 9-0842. 2362-4 


Quality Equipment at bargain prices at the sale of: MODERN LAUNDRY 
& DRY CLEANERS, 2503 East Marshall Street, Richmond, Virginia. Sale 
conducted by: TALLEY LAUNDRY MACHINERY COMPANY, Greensboro, 
North Carolina. CALL: Greensboro BR 4-1594 or Richmond MI 9-0842. 

2363-4 


Great Opportunity to purchase late model equipment at the sale of: 
MODERN LAUNDRY & DRY CLEANERS, 2503 East Marshall Street, Rich- 
mond, Virginia. Sale conducted by: TALLEY LAUNDRY MACHINERY 
COMPANY, G boro, North Carolina. CALL: Greensboro BR 4-1594 or 
Richmond MI 9-0842. 2364-4 





STAINLESS STEEL CONTAINERS FOR 50”, 54” & 60’ UNLOADING EX- 
TRACTORS IN VERY GOOD CONDITION AND READY FOR IMMEDIATE 
DELIVERY. THESE CONTAINERS AVAILABLE BECAUSE EXTRACTORS 
CONVERTED TO C/L SLING RING OPERATION. CUMMINGS-LANDAU, 
305 Ten Eyck Street, Brooklyn 6, N. Y. 2365-4 


Western Eagle fully automatic 70# petroleum drycleaning unit. Prosperity 
7A drycleaning unit with Synth-O-Saver. American double buck Formatic 
shirt unit. UNIPRESS two-girl shirt unit, rebuilt. 30 x 30 AMERICAN stain- 
less steel washer, excellent condition. AMERICAN ironer, 2-roll, 100”, 
rebuilt, A-1 condition. Five TROY 48” open-top extractors at a bargain 
price. PROSPERITY and AJAX air-driven utility drycleaning presses. 
42 x 84 and 42 x 96 AMERICAN and HOFFMAN rebuilt washers, excellent 
shape. PROSPERITY 51” wearing apparel presses, power circle and air 
driven, rebuilt. 36 x 30 HUEBSCH gas-fired tumblers, like new. HOFF- 
MAN X Model presses, factory rebuilt. 40” and 48” AMERICAN all stain- 
less steel, open-top extractors, perfect. AMERICAN cabinet sleever with 
measuring device, late model. PROSPERITY 200” automatic open-end 
washers—just arrived. PROSPERITY 8-roll, 132” ironer, excellent condi- 
tion. PROSPERITY 2-girl shirt unit, power circle, rebuilt and guaranteed. 
6-roll, 120” AMERICAN and TROY rebuilt ironers. 8-roll, 120” SYLON 
streamlined ironer, rebuilt. 42 x 84 TROY streamlined washer. 42 x 96 
AMERICAN washer. 100X COOK semi-automatic washer. 2-roll x 100 
AMERICAN return ironer. TALLEY LAUNDRY MACHINERY COMPANY, 
1156 Battleground Avenue, Greensboro, N. Car. Phone: BRoadway 
4-1594. 2358-4 


SALE—$200,000 SALE of the MODERN LAUNDRY & DRY CLEANERS, 2503 
East Marshall Street, Richmond, Virginia. Sales Conducted by: TALLEY 
LAUNDRY MACHINERY COMPANY, Greensboro, North Carolina. CALL: 
Greensboro BR 4-1594 or Richmond, MI 9-0842. 2359-4 


AMERICAN NOTRUX 50” EXTRACTOR, WITH CONTAINERS, ALSO 
ELECTRIC HOIST AND TROLLEY, 220 VOLTS, 3 PHASE, 60 CYCLE. MUST 
BE IN PERFECT CONDITION. TIP TOP LAUNDRY & CLEANERS, 515 
SOUTH 5th STREET, LAWTON, OKLAHOMA. 2369-4 


3—42x96’" AMERICAN CASCADE UNLOADING WASHERS, COMPLETE 
WITH ALMCO FULLY AUTOMATIC CONTROLS IN VERY GOOD OP- 
ERATING CONDITION. 220 volt, 3 phase, 60 cycle electrical equipment. 
CUMMINGS-LANDAU, 305 Ten Eyck St., Brooklyn 6, N. Y. 2370-4 


120” AMERICAN 2-LANE TYPE 102 FOLDERS. REBUILT EQUAL TO NEW 
IN EVERY RESPECT. IMMEDIATE DELIVERY. CUMMINGS-LANDAU, 305 


Ten Eyck St., Brooklyn 6, N. Y. 2371-4 


UNIPRESS BAS CABINET SHIRT BOSOM PRESS. REBUILT EQUAL TO 
NEW. CUMMINGS-LANDAU, 305 Ten Eyck St., Brooklyn 6, N. Y. 2372-4 
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MR. MANUFACTURER: 


This issue brings top laun- 
dry management such im- 
portant material as... 


@ MOTOR TRUCK 
SURVEY SUMMARY 
—including trade-in 
practices, truck 
leasing, route 
volume growth, etc. 


MOTOR TRUCK 
INSPECTION 
—by a leading 
transportation 
expert 


INTELLIGENT 
PURCHASING 
—fact-filled story 
on how to purchase 
laundry supplies 


. . . And many more fea- 
tures that will help laundry 
management do a better, 
more profitable job. All 
typical of the editorial serv- 
ice that has made THE 
LAUNDRY JOURNAL in 
its new format—the man- 
agement magazine for pro- 
fessional launderers. 


Your advertising in THE 
LAUNDRY JOURNAL 
gets read by (and gets re- 
sponse from) the industry’s 
most aggressive, able-to-buy 
laundryowners! 


THE 
LAUNDRY 
JOURNAL 


466 Lexington Ave. 
New York 17, N. Y. 
ORegon 9-4000 
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Goodbye, Mr. Chips 
To the Editor: 

We are subscribers to the LAUNDRY 
JournaL. We have a problem that 
perhaps you might be able to help us 
solve. 

We are primarily an industrial 
laundry, doing rewashing of factory 
rags and shop towels. We are experi- 
encing difficulty with the metal shav- 
ings and chips, and they get em- 
bedded in the unraveled threads along 
the edges of the cloth. They become 
almost impossible to remove unless 
we go to hand labor and trim the 
material piece by piece. This becomes 
tedious, time-consuming, and too costly 
to handle. 

it was our thought that if we could 
shake out these metal shavings, plus 
the bolts, nuts, etc., before washing, 
it would eliminate a good share of the 
trouble. 

Do you know of any manufacturer 
of a piece of equipment that might 
be utilized for this purpose? We were 
thinking of a drum affair, of an open- 
mesh construction, in which we could 


place the unwashed material and re- 


volve the drum for 5 or 10 minutes, 


and have the shavings drop through 


the mesh to the bottom, etc. Are you 


able to refer us to anyone that might 


help us? 


A, W, GLick 
Akron Cotton Products Inc. 


Akron, Ohio 


One of our allied trade friends sug- 
gests the chips might be removed the 
same way that hair is removed from 
barber towels—by running the dry 
load through a continuous precondi- 
tioning tumbler. The open-mesh drum 
suggests a furriers cage which might 
do the trick for batch work, Perhaps 
our industrial readers have other ideas 


to help you.—Eprtor 


Anxious for Automation 


To the Editor: 

The writer is a subscriber to your 
JOURNAL since 1924. 

In the 1958 SrancHROOMS year- 
book was a short notice written by Mr. 
Jack Eberling, Committee on Re- 
search, California Laundry and Linen 
Supply Association, about the con- 
tinuous washer-extractor-ironer then 
under construction at the Stanford 
University. 

It is said that during 1960 we 


should see the machine working in a 
laundry and being sold on the market. 
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IN THE wash 


STAT TRI CB 


I have not been able to see any- 
thing about this machine in your 
JouRNAL during the two years gone. 

As builder of large hospital laun- 
dries, and many of them, I am very 
interested in this new improvement, 
which will lead to a complete change 
of all our washrooms. 


I am now asking a favor of you and 
that is to give me the information 
about this machine that is available. 

Rupotr W, Jonsson 
Civil Engineer 
Stockholm, Sweden 


Our last report on the SRI project 
appeared in our May 1960 issue, page 
56. We understand negotiations for 


the manufacture of this equipment 
are currently in process but no official 


notice has been given to date-—Ep. 


Suggests Nylon Sideline 
To the Editor: 


I am interested in the shirt sales 
program. Please have the three manu- 
facturers who are promoting the shirt 
selling plan write and give me the 
full details. 

As a matter of interest to you, we 
have made quite a hit selling ladies’ 
nylon hosiery, My brother owns a knit- 
ting company and I get my hosiery 
from him. We have our own brand 
name ~ *" In the past two 
years we have sold more than 25,000 
pair first quality full-fashioned and 
seamless. . . . Of course, there is only 
about 25 percent profit but we have 
built loads of good will. 

CHARLES WYATT 

Whiteway Laundry & Dry Cleaners 

Easley, S. C. 


Nuclear Laundering 


To the Editor: 

May we please have permission to 
reproduce the article on “Nuclear 
Laundering” published in your May 
1960 issue? 

WayYNE WILSON 

Director of Advertising & Promotion 

The American Laundry Machinery 

Company 
Cincinnati, Ohio 


Permission has been granted. Our 
Special Report has also been reprinted 
in the June issue of the Industrial 
Launderer, official organ of the Insti- 


tute of Industrial Launderers, Inc. 
—Enprror 


Modern Packaging 


To the Editor: 

I was most interested in the article 
by Mr. Bellew in the March 1960 is- 
sue of your magazine entitled “A 
Packaging Break-Through in Cali- 
fornia.” 

Could you put me in touch with the 
California laundry and drycleaning 
supply house which made the survey 
on packaging? I would like to write 
to them for some information. 

I am particularly interested in the 
chipboard boxes and I would like to 
secure some samples of them. 

H. L. Lexier 
Queen City Cleaners, Ltd. 
Regina, Sask., Canada 


Hold Coin-Op Clinic 
To the Editor: 

It has recently been the pleasure of 
my company to conduct an educa- 
tional coin-op clinic here in Des 
Moines which the enclosed photos and 
program will describe. 

It was our thinking that we could 
speculate for our customers in the 
Midwest area, “Where Do We Go 
From Here?” in the coin-op industry. 
This was well received by laundrymen, 
drycleaners and coin-op owners here 
and our attendance far exceeded our 
expectations. Over the course of the 
Friday evening, Saturday and Sunday 
meeting we registered in excess of 200 
people. 

Should this be newsworthy to you 
and you need any further information 
regarding the above, it would be my 
pleasure to furnish it for you. 

RosBert L. Paurt 


Loomis Brothers Equipment Co. 


Des Moines, Iowa 


Yes, where did everybody go from 
here?—EpitTor 


We Enjoyed It 


To the Editor: 

Thank you for the splendid cover- 
age you gave our Convention and our 
speakers, You gave an excellent “play” 
to the program and the capsulized 
comment on our speakers was com- 
plete enough to provoke interest in at- 
tending the Convention in another 
year. 

FrepD DopcE 

Executive Secretary-Treasurer 
North Carolina Association of 
Launderers and Cleaners, Inc. 
Raleigh, N.C. 





ELLIS 54x108 Full Auto- 
matic Unloading Type 
Washer... with Central 
Supply System shown in 
diagram. 


Besides the consistent savings in washing supplies, as 
shown in this letter, there are other big production 


economies assured by ELLIS full automatic Unloading 


Washers with Central Supply System: 


Faster loading and unloading 


More washer loads per day 
Minimum man-hours per machine 


Low maintenance and operating costs 
Uniform high quality work 
Under today’s competitive conditions, you need this 


modern type ELLIS Full Automatic Unloading Washer 


with Central Supply System to help maintain your 


profits . . . and be able to expand your plant capacity 
at least expense. 


Ellis equipment is designed to fit the layout of 
large or small plants. Tell us your requirements. 


He ELLE RIER 


244 4 NORTH CRAWFOR D AVENUE 


ISN Aa Ita CHICAGO 
Mr. George W. Kriegh, Pacific Coast Representative of The Ellis Drier Co., 1786 N. Spring St., Los Angeles 3), Calif, 


a 





NOW?! simplify your shirt laundering from 


gC, 


use the seve 


UPC 


100 HL formula 





Here’s shirt laundering made easy, 
economical, profitable . . . ideal for dry 
cleaners with shirt Jaundry service. The 
Super D 100 Shirt Formula gives highest 
quality results with simplified procedure. 
Just four products to use, dry to the 
wheel — no mixing or cooking, for START 


TO FINISH shirt laundering perfection. 


ask about other 


6) Send for Informative Folder, Today! 


formulas for: 


INDUSTRIAL 
LINEN SUPPLY 
INSTITUTIONAL usea (owls product for every washing operation 
COIN-OP 

FAMILY AND 


DIAPER SERVICE 


WW . COMPANY 


7016 Euclid Avenue 
Cleveland 3, Ohio 








